To the 
RETAIL HARDWARE MERCHANT 


OU come in direct contact with 

the buyer of arms, shells, ammu- 

nition and cutlery. You are 

aware that in these products we 
have the greatest ‘“‘consumer demand” in 
the country. This demand has been built 
up and maintained by just one thing—The 
highest possible quality. In these days of 
cut prices and decreasing profits there is a 
strong temptation for a manufacturer to 
cheapen his product. 


The object of this letter is to assure you 
that notwithstanding the lower costs of our 
goods today, the quality is just as high and 
higher than ever before. We have not re- 
laxed in the close inspection of our goods. 
Weare still using the highest quality of ma- 
terial and the most expert workmanship. 


In shotgun shells, for instance, in every 
load we are using the most expensive grades 
of standard powders. We are using high 
Believing the 


grade expensive felt wads. 
felt wad to be the best wad, we have used 
We are using the 


no cheaper substitute. 
most expensive, high quality shotgun shell 


paper manufactured. This paper has been 
bought from one concern for many years. 
It is made by expert workmen on special 
machines. It has been stated that all 
other shell manufacturers use the same 
paper. This is not true. 


We might touch upon many other advan- 
tages. For instance, the acknowledged ex- 
cellence of our Patented Kleanbore primer. 
The one point, however, upon which we 
wish to impress retail dealers selling 
Remington goods is that our quality, re- 
gardless of the cost, is being maintained 
and we ask you to pass this word along to 
the consumers of our goods. 


There is one other thought. In these 
days of high pressure salesmanship efforts 
will be made to place other brands with 
our customers. If you find that the de- 
mand is for “‘Remington” products, and if 
these goods have given satisfaction, why 
should you increase your inventory and 
reduce your turnover by adding other 
lines, or by permitting jobbers to substi- 
tute other brands? 


REMINGTON ARMS COMPANY, INC. 


PRESIDENT 








CERTAIN 





UTOX is the approved non-arsenical insecticide with 





fluorine as the active ingredient. Dusting or spray- 
ing with DUTOX is preventing many millions of dollars loss 
yearly in truck crops — vegetables, fruits and tobacco. 
Commercial growers and home gardeners everywhere are 


finding DUTOX sure-fire protection against insects. 


With a background of over 10 years’ research, extensive 
commercial field trials and with 4 years of successful 
national advertising, DUTOX offers retailers a most attrac- 


tive sales opportunity. 


The substantial national demand is increasingly trending 
toward DUTOX. Secure that type of business for your store 
with an eye-attracting DUTOX window 
display, streamers, display cards, folders, 


etc., which we furnish our dealers free. 





' DUTOX is regularly advertised 
Sasha te % in all these journals: 


pound bags Market Growers Journal @ Progressive Farmer & So. Ruralist 
and 1 pound 


cans, 24 per 
carton and 6 
pound bags, 
6 per carton. 


Southern Agriculturist @ Better Farm Equipment & Methods 
Ohio Farmer @ Michigan Farmer @ Pennsylvania Farmer e Rural 
New Yorker @ Indiana Farmer's Guide @ Southern Planter 
New England Homestead @ Missouri Ruralist e Maryland Farmer 


Ask your job- Florida Grower @ Pacific Rural Press @ California Cultivator 
ber or write us. Western Farm Life ¢ Western Grower & Shipper, and others. 
THE GRASSELLI CHEMICAL COMPANY 
Founded 1839 MCSRPORATED Cleveland, Ohio 


DUTOX 


REG. U. S. PAT. OFF. 


1 La a y 
Of Chemical Experience ys A NON-ARSENICAL INSECTICIDE 








HARDWARE AGE 
Harwdare Age, published every other Thursday by Iron Age Publishing Co. Publication office, N. W. cor. 56th and Chestnut Sts., Philadelphia, Pa. Executive offices 
239 W. 39th St., New York, N. Y¥ Entered as second class matter May 22. 1913, at the Post Office at New York under the Act of March 3, 1879 Application pending 
transfer as second class matter to Philadelphia, Pa., Post Office (Printed in It S. A.) $1.00 per year. Single copies, 15¢ each. Vol. 131, No 











FS et 


— 

















i a 














In less than 3 weeks... 


PYREX OVENWARE STOCK 








George R. Bennett, 
of Atlantic, Mass., reports 
sensational results of new 
low prices on this famous 
ware... 


" YREX Ovenware prices down 

as much as 50%. That’s great 
news!’’ said Mr. Bennett, and got 
busy at once. He featured a display 
of Pyrex Ovenware at the new low 
prices and mailed 500 postal cards to 
his customers. 


And did he get results? Let him 


tell you in his own words: 


“The response was tremendous. 
In less than 3 weeks from the time 
I received your announcement I 
had turned my stock 4 times. 
There has been nolet-up... Pyrex 
Ovenware is still going strong and 
I’m sure it will 365 days this year.” 


Mr. Bennett’s letter is only one of 
the many we receive every day from 


enthusiastic Pyrex Ovenware dealers. 


These dealers tell us that a win- 
dow display, an advertisement in the 
local paper, or some cards like those 
Mr. Bennett sent out, are working 
wonders in making heavy sales, 
quick profits. 


URNED 4 TIMES 





Try it yourself. Mail some cards 
to your own customers. Set up a spe- 
cial Pyrex Ovenware display in your 
windows and on your counters. You 
can’t afford not to cash in on this 
famous ovenware now selling for as 
little as 4 last year’s prices! 


PYREX OVENWARE 


“‘Pyrex”’ is the registered trade-mark of Corning Glass Works and indicates their brand of resistant glass. 


® FEBRUARY 16, 1988 
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j CORNING GLASS WORKS - CORNING, NEW YORK 








\ICHEV + Hand-L 


J Aide * 






















The housewife recognizes that with 
this device she can keep her pots 
and pans clean and new looking. 
The knob handle provides a firm 
grip and protects the hands. 


Women accept Hand-L-Mop with 

enthusiasm. They appreciate the 

fact that with it they can use 

extremely hot water and strong 

soap to wash dishes without harm- 
ing their hands. 


come 


FORMS 


Gottschalk’s Metal Sponge, the origi- 
nal sanitary scouring device, which is 
duly covered by basic patents, is now 
offered in two new forms, each de- 
signed to fulfill a specific need in the 
modern kitchen. 


You will find it to your advantage to 
tie in with the advertising which is 
appearing regularly in Good House- 
keeping, American Weekly and a 
number of other leading national pub- 
lications, reaching over nine million 
families every month. When you see 
these two new items, we are confident 
that you will want to stack several 
gross on your counter and in your win- 
dow. Remember, the patented cushion 
feature is exclusive with Gottschalk’s 
Hand-L-Mop and Kitchen Jewel. 





Write today for samples and price list 


Metal Sponge Sales Corp. 


Johia W Gottschalk, Pres 
Lehigh Ave. & Mascher Sk. Philadelphia 
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BALTIMORE 
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ATLANTA Sy 


FIT AS A FIDDLE 
“and READY FOR » 





(SPRING: 





Spring is just around the corner, 
ready to spring in on us ‘most any 
time. The grass is ready to grow. 
And so are the flowers. That means 
many a man will soon be ready to 
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sprinkle lawn and garden—and buy 
new U. S. HOSE. 


And we're ready with the best hose 
values we've ever offered to dealers 
and public alike—ready too with a 
hard-hitting national advertising cam- 
paign, local newspaper mats, direct 
mail and counter folders and about the 
finest window display we've ever seen. 


Are you ready for the buyers who'll 
want to buy U. S. Hose from you? 
Get in touch with the nearest U. S. 
Branch or write to— 


UNITED STATES RUBBER COMPANY 
1790 Broadway 


New York City 


PORTLAND 
BIRMINGHAM CLEVELAND SALT LAKE CITY 
BOSTON DALLAS PHILADELPHIA SAN FRANCISCO 
BUFFALO DENVER KANSAS CITY NEW ORLEANS PITTSBURGH SEATTLE 
CHICAGO DETROIT MILWAUKEE NEW YORK ST. LOUIS MEMPHIS 
CINCINNATI INDIANAPOLIS MINNEAPOLIS OMAHA SYRACUSE SPOKANE 





LOS ANGELES 





*— Check Your 


AS YOU CHECK YOUR STOCK 


LAST month we listed the selling advantages 
to look for in any line of merchandise. Prestige 
led the list. Advertising is the second point to 
consider. And these are the questions to ask 
yourself about advertising before you take on 
any line of merchandise. How much advertis- 
ing is behind the product? Has it been ad- 
vertised long enough so that my customers 


customers? Does it show a record of constantly 
increasing effort? 

We are answering these questions in relation 
to General Electric advertising to show you 
how the tremendous volume, unbroken con- 
tinuity and cumulative effect of General Elec- 
tric advertising is a genuine help to the 
merchandising effort of every General Electric 
MAZDA lamp agent. 





recognize it instantly? Does it reach all my 


2. Advertising V 


TWO BILLION 
PAGES SHOW THIS 
MONOGRAM 


1,000,000,000 printed pages bear- 
ing the General Electric monogram 
appear in magazines annually. 
1,000,000,000 more appear in news- 
papers. Is it any wonder that the 
General Electric monogram is the best 


known electrical trademark in the 
world? 


Figures talk! And the following 
tell why General Electric advertising 
reaches every user of electric current. 


900,000,000 impressions per year 
—in 50 popular maga- 
zines ; 

25,000,000 impressions per year 
—in 120 technical 
journals; 


22,000,000 impressions per year 
—in 100 industrial 
publications ; 


A NATION-WIDE 
RADIO HOOK-UP 


18,000,000 impressions per year 
—in 75 commerical, 
business and trade 
papers. 

All carry the name General Electric 
and the increasingly famous 
monogram—the initials of a friend. 


“cs ”? 


Each week—52 times a year—the 
General Electric program reaches mil- 
lions of listeners. It multiplies the 
prestige-building power of two billion 
printed advertising pages. 

Add to this a never-ending flood of 
General Electric promotional material, 
and what a background it gives you 
for selling General Electric Mazpa 
lamps. 

General Electric’s advertising of 
Mazpa lamps has increased each year 
since 1912 . . . in volume, in impres- 
sions per year and in coverage. In 
the past six years, General Electric 
has spent 88% of all money spent by 


12 IMPRESSIONS 
FOR EVERY WIRED 
HOME 





all lamp manufacturers to advertise 
lamps in the nation’s magazines. 


1933's Dominating Program 


This year lamps of General Elec- 
tric manufacture will be advertised 
with 250,000,000 impressions in 
thirteen leading weekly and monthly 
magazines—in six dominating com- 
mercial and industrial publications 
and in more than fifty magazines in 
which the Photoflash, Sunlamp and 
trade stories are told. 


For every wired home in_ these 
United States, there will be twelve 
advertising impressions in 1933—an 
average of one each month for every 
wired home—and that goes for the 
homes in your neighborhood. 


So as a dealer in Mazpa lamps of 
General Electric manufacture you are 
backed by the most powerful adver- 
tising campaign in the realm of in- 
candescent lamps. 


GENERA L @) ELECTRIC 


MAZDA BAMPS 
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; PRESTIGE: Wherever the G. E. monogram 
10n | appears, it is instantly accepted as the mark of an 
you electrical product of unexcelled quality. 
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DISPLAY SERVICE: General Electric spends 
more money than any other lamp manufacturer 
3 to develop, pre-test and make G. E. displays the 
most outstanding and effective in the whole mer- 
chandising field. 





IDEAS THAT HELP YOU SELL: General 
Electric searches every branch of retailing to find 
yay ideas that have clicked so that it can pass on to its 

alert dealers new, sound, proven ways to sell 
more lamps. 


mown 








‘ LOOK FOR THIS MARK 
Se QUALITY: General Electric is constantly mak- 
ing research to be sure that its lamps are products 
. of unexcelled quality. And this, plus Mazpa 

5 service means that General Electric Mazpa 








ae lamps are always first with new improvements. 
_ 480 inspections, processes and tests in manufacture 
insure quality. 
ily . 
m- 
. CONSIGNMENT PLAN: Stabilizes p rices 
an and assures satisfactory profits. Under this plan 
dealers can carry an adequate variety of lamps 
6 and thus secure sales that might be missed under 
se any other plan. You never have to charge off 
ve obsolescence. No losses are possible through price 
reductions. There is no money investment. 
he 
ORGANIZED CAMPAIGNS AND CON- 
of TESTS: General Electric systematically and 
re regularly initiates campaigns and contests to 
r- 7 stimulate sales . . . and pre-tests them in ad- 
1- vance. At the time of these contests, General 


Electric simultaneously increases its advertising 
to the consumer. 














These are just a few of the advantages a General Electric 
Mazpa lamp agency offers to you. We will go into more detail 
on each one in following advertisements. Follow them and 
check them point by point. Meanwhile, if you’d like to know 
the whole story, write us. General Electric Company, Nela 


Park, Cleveland, O. 
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STIR NEW INTEREST - 
ATTRACT MORE CUSTOMERS 


wtth this. 


Se 


BOLT ACTION 
410 BORE 
SHOTGUN 


to retail at 





No. 54 


SPECIFICATIONS 

Barrel—Tapered, Round, chambered for 24 
inch Shells, Full Choke, Crowned Muzzle, Take 
Down. 

Action—Bolt Action, Safety Firing Pin, Chrom- 
ium Plated Bolt and Trigger. To remove Bolt 
from receiver hold back trigger and slide bolt 
back and out of receiver. 

Stock—One piece Walnut Finished, with Finger 
Grooves in Forearm. Steel Butt Plate. 

Sights—Shot Gun Front Sightand Matted Receiver. 

Weight— About 544 pounds. 

Ammunition—Any Standard Factory Loaded 
Shell .410 bore 2 or 24% inch. 

Packed 10 in case, weight about 65 pounds. 


‘6/9 


VENS 









-—— 


GENUINE STEVENS—cearrying the full 

strength of Stevens Reputation—made of se- 
lected materials by expert gun-makers—it repre- 
sents an unprecedented value. Handle it. Try its 
smooth action. Note its fine walnut finish stock, 
chromium plated bolt and trigger, finger grooved 
forearm, matted receiver, and full-choke tapered 


barrel. What a gun for $6.75! 


No wonder it sells fast—and to a large market, in- 
cluding sportsmen, farmers, boys and women. It is 
the ideal gun for crop protection against vermin. 


This is a wonderful value “leader” that will help 
your business in 1933. Be sure to take advantage 
of it. Stimulate greater interest—draw new cus- 
tomers to your store—sell sporting arms to more 
people. Write your wholesaler. 


J. Stevens Arms Co. °* * * Chicopee Falls, Mass. 


Owned and Operated by Savage Arms Corp., Utica, N. Y. 


SAVAGE ° FOX & STEVEN S 
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QUALITY HOUSEWARES 


at popular prices 


Six selected electrical appliances, each in constant demand, an ideal group 
to feature as unusually profitable leaders or for special sale purposes 





UNIVERSAL ELECTRIC 


PERCOLATOR 
LIST PRICE $5.75 
DEALER'S COST 3.60 
PROFIT ... 2.15 


A PERCOLATOR that makes the 

finest drip coffee automatically, 
saving one-third to one-half the 
daily coffee cost. Genuine chrome 
plate on solid copper base. One 
of the most popular patterns of 
the famous UNIVERSAL perco- 
lators. 








UNIVERSAL THREE-HEAT 
WARMING PAD 


LIST PRICE $3.50 
DEALER'S COST 2.05 
PROFIT 1.45 


"THREE separate heats controlled 

by two thermostats. Eiderdown 
cover of soft peach shade. Cello- 
phane wrapped. Size 12 x 15 
inches. Six-foot art silk cord. Pro- 
jections on cord switch make it 
possible to select desired heat in 
dark. 








UNIVERSAL LOW-BOY 
WAFFLE MAKER 


LIST PRICE $5.75 
DEALER'S COST ie 
PROFIT 2.15 


NEW addition to the celebrated 

line of UNIVERSAL Waffle 
Makers. Automatic heat indicator. 
Bakelite feet. Six-foot cord. So 
thoroughly insulated that it cannot 
possibly injure table linen or 
varnish. 














UNIVERSAL TURN-EASY 


TOASTER 
LIST PRICE $3.50 
DEALER'S COST ... 2.05 
PROFIT 1.45 


A STURDILY made, chrome 

plated toaster of the favorite 
turn-easy type. Efficient unit toasts 
bread with even crispness. Takes 
slice of bread 5 x 4% inches. 
Equipped with six-foot art silk 
cord. 








UNIVERSAL AUTOMATIC HEAT- 
CONTROLLED IRON 


St PRIGE...... $5.75 
DEALER'S COS! ............. 338 
PROFIT ; 2.45 


NY ironing temperature be- 

tween 350 degrees and 625 de- 
grees controlled at the touch of a 
finger. Beveled edge for ironing 
under buttons and tapered point 
for pressing pleats). Chromium 
plated. Equipped with six-foot 
mercerized heater cord. 








UNIVERSAL SANDWICH 


TOASTER 
LIST PRICE $7.95 
DEALER'S COST 5.00 
PROFIT 2.95 


EXPANSION hinge holds top 

gtid perpendicular or permits it 
to turn clear back. Toasts two or 
three decker sandwiches. Can be 
used to grill bacon or fry eggs. 
Excellent for baking griddle cakes. 
Chromium plated. Aluminum 
grids. 





LANDERS, FRARY & CLARK @ 


NEW BRITAIN, CONNECTICUT 
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U. S. Gloritone Model 3040 


Full size console cabinet (40'’ 
high) of splendid design and 
workmanship, its strength evi- 
denced by the use of six legs. 
Genuine superheterodyne chassis 
with five tubes including the new 
“Triple-Grid.” Accurately engi- 
neered for greater sensitivity and 
selectivity. Electr o-dynamic 
speaker. Illuminated dial cali- 


cycles. Price .. $29.95. 





U. S. Gloritone Model 3056 


Genuine superheterodyne 5-tube 
chassis in pleasing design com- 
pact cabinet. “Triple - Grid” 
tubes. Electro-dynamic speaker. 
Illuminated dial calibrated in 
kilocyeles. Greater sensitivity and 
selectivity due to expert engineer- 


ing. Price com- S g 95 
. s. 


GENS cc. cccese 





Five New Gloritone 
Models 


Never Before Such 
Quality at These 
Prices 


Only the vast resources of 
one of the world’s largest 
manufacturers of radio re- 
ceivers makes possible the 
amazing values in these 
new Gloritone models! 


Note the prices. Then re- 
member that each set in 
this added series is care- 
fully engineered .. . built 
to U. S. Radio standards, 
under RCA, Hazeltine and 
other licenses . , . embodies 
latest features ... uses new 
type tubes and proves by 
performance the _ inbuilt 
quality. Other U. S. Radio 
Apex Models up to $150.00. 





U. S. Gloritone Model 3072 


Thoroughly modern 7-tube super- 
heterodyne chassis with latest en- 
gineering developments. Auto- 
matic volume control and tone 
control. “Triple - grid” tubes. 
Electro-dynamic speaker. Illumi- 
nated dial calibrated in kilo- 
eyecles. Cathedral type cab- 


+ sree $ 29. 95. 








U. S. Gloritone Model 3074 


A 7-tube superheterodyne chassis 
embodying the latest engineering 
advances, encased in a beautiful 
full size console (41” high) built 
of a combination of French Wal- 
nut, Bird’s-Eye Maple and Zebra 
wood. Automatic Volume Con- 
trol and Tone Control. Electro- 
dynamic speaker. ‘“Triple-Grid” 
tubes. Illuminated dial cali- 
brated in kilocyeles. Beautiful 


tone quality. $39.95. 





U. S. Gloritone Model 24 


Exceptionally compact table re- 
ceiver using genuine superhetero- 
dyne circuit. “Triple-grid” tubes. 
Illuminated dial calibrated in 
kilocycles. Electro - dynamic 
speaker. Exceptional tone quality. 


Weight 10 Ibs. $17.95. 


Price complete. 


THE GEO. WORTHINGTON CO. 


Authorized Distributors 


1829 CLEVELAND, OHIO 1933 
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COPPER-BEARING STEEL 


gives extra-long life to 


CAMBRIA FENCE 


a | 
i FENCE has always been known among 
users of field fence for its long life of good service. 
Now purchasers of Cambria Fence can expect even 
longer life because this fence is made of copper- 


bearing steel! 


i 
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1933 


The steel used in the manufacture of Cambria 
Fence contains a minimum of 0.20 per cent copper. 
It has two to three times the corrosion resistance of 
ordinary steel. A thick, tight coating of highest 
grade zinc protects the wire from atmospheric cor- 
rosion and insures added years of service. Cambria 
Fence is as good fence as it is possible to produce. 
The dealer who sells Cambria Fence is offering the 
farmer years of dependable low-cost protection for 


his livestock and crops. 


Cambria Fence is a hinge-joint, cut-stay standard 
field fence. 
The fence can be tightly stretched and 


Full-gauge wire is used in its manu- 
facture. 
still retain its shape because the Flexo Joint and the 
Tension Curve give it resilience, strength and flexi- 
bility. 


Prepare for the spring buying season by stocking a 
full range of sizes and styles of Cambria Fence. 


geTHLEHEN BETHLEHEM STEEL COMPANY 
ere GENERAL OFFICES: BETHLEHEM, PA. 





District Offices: New York, Boston, Philadelphia, York, Wilkes- 
Barre, Baltimore, Washington, Atlanta, Pittsburgh, Buffalo, 
Cleveland, Cincinnati, Indianapolis, Detroit, Chicago, St. Paul, 
Milwaukee, St. Louis, Houston, Dallas. Pacific Coast Distributor: 
Pacific Coast Steel Corporation, San Francisco, Los Angeles, Port- 
land, Seattle, Honolulu. Export Distributor: Bethlehem Steel 
Export Corporation, New York. 





BETHLEHEM 
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Always a market 
for Steady-Selling 
PITTSBURGH 
POULTRY FENCE gt te aed cn 


fence. As long as farmers and other people 
stiff-stay or Jabbatec-tyfepbats continue to raise poultry and garden truck, 
you will have a market for Pittsburgh Poultry 
Fence. Every year sees an increase in poul- 
eee try raising and gardening. Chickens and 
| vegetables help out substantially the family 

‘ table, and provide a steady cash income. 
The extra values of Pittsburgh Poultry 
Fence, either Hinge-Joint or Stiff-Stay types, 
will help the dealer get a bigger share of 
this market in 1933. All Pittsburgh Fences 
are made of copper-bearing steel wire, heav- 
ily Super-Zinced against corrosion. They 
represent the utmost in value to the pur- 
chaser. Be sure to have on hand a stock of 
these fences to supply the spring demand. 


Pittsburgh 
Fences 





ui! 
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ya” PITTSBURGH 
‘STEEL COMPANY 


Pittsburgh « Penna. 
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New York St.Louis Chicago 
San Francisco Philadelphia 
Memphis Syracuse 
Detroit Dallas 
Los Angeles 
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Screen Doors—Window Screens 


SAVE MONEY 


Use Distribution Cars! 


Reran DEALERS should readily see the advantage of 
placing their orders for Screen Goods with Jobbers now for 
shipment in Continental Distribution Cars. 

Distribution Cars will commence moving soon in order to get 


Screen Goods to all Retail Dealers in plenty of time for the Screen 
Season. 


We ask that you send your specifications promptly for Screen 
Doors and Window Screens, so that we may know just what goods 
to manufacture—and thus, by co-operation, give you good service. 


We Will Start Shipping Distribution Cars About March 15th 


SCREEN DOORS—WINDOW SCREENS 


Combination Screen and Storm Doors 
Knocked Down Window Screen Frames 


Continental Sereen Company, Detroit. Mich. 




















‘Tins Is Way 


YOU WILL MAKE 
MORE MONEY HANDLING 


LIBBEY-OwENS-ForRD 
QUALITY GLASS 


J] National advertising has made your customers recognize the L-O-F label as a 


familiar symbol of superior quality and value. 


The exclusive L-O-F process produces a glass that is remarkably easy 


to cut. This reduces loss through breakage to a minimum, thereby 





increasing your profit. 


4 


L-O-F dealers can carry a balanced stock that assures profitable 





turnover, for L-O-F jobbers are so widely distributed that, wherever 


your store may be located, your order will be filled without delay. 


Let your jobber’s salesman help you maintain a balanced stock 
and assist you in developing a sales- producing program. 


LIBBEY-OWENS-FORD GLASS COMPANY, TOLEDO, O., manufacturers of Highest Quality 
Flat Drawn Window Glass, Polished Plate Glass and Safety Glass; also distributors of Figured 
and wire Glass manufactured by the Blue Ridge Glass Corporation of Kingsport, Tennessee. 


LIBBEY: OwENS:FORD 
Rj QUALITY GLASS 
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You can assure customers with 
perfect confidence that Cort- 
land Bronze Screen Wire Cloth 
will give unfailing service and 
satisfaction in any place, no 
matter what the climate may be. 


Heat or cold, wet or dampness, 
acids or gases or the saltiest of 
salt air cannot affect Cortland 
Bronze because 


Cortland Bronze 


Screen Wire Cloth Is Corrosion Proof 


Made from a special alloy of 90%, copper 
and 10% zinc, producing the elasticity of 
hard steel wire cloth with much greater 
strength and durability than pure copper. 
The zinc provides the necessary tensile 
strength and the resistance to corrosion. 
We control every operation from raw 
materials to finished product, hence can 
assure the uniform high quality of every 
roll. 


14, 16 and 18 mesh made from 0113 ga. 


Shipped in Individual Fibre Cartons 


rotection. All brands, 
Cortland Bronze, Cortland Gray-Wick, Cortland Black, and Cortland 
Copper are now shipped as shown in ~ 


The best screen cloth deserves the best 


These cartons insure clean, undamaged ro 


products. 


Ask your Jobber to supply you. 
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. individual fibre cartons. 
s and provide attractive 
display. Remember there is 60 years experience back of all our 








wire both ways. Also a heavy grade of 
16 mesh made of .015 ga. All widths in 
even inches from |8 to 42 in., inclusive. 
Also 48 in. double selvage as standard. 
Extra wide widths, 54, 60, 66 and 72 in. 
Bright or antique finish. 100 lineal ft. to 
the roll. 


All grades of our Screen Wire Cloth are 
made to comply with specifications 
adopted by the Bureau of Standards, 
Department of Commerce, S.P.R. 122-31. 


Now shipped in 
strong individual 
roll fibre cartons; 


| 
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HEADED AND THREADED PRODUCTS 


ron EVERY NEED... 


Carriage Bolts 
Machine Bolts 
Stove Bolts 


16 


When wholesalers’ and retailers’ stocks need replenishing, it’s 
a good thing to remember that the warehouse stock at Upson 
is complete. More than five thousand items are carried regularly, 
every item backed by Upson experience and of a quality that 
only a manufacturer of long standing can produce. An Upson 
Price List should be on your desk. Mailed upon request. 


Plow Bolts Tire Bolts Turnbuckles 
Step Bolts Lag Screws Belt Fasteners 
Elevator Bolts Wire Rope Clips Large and Small Rivets 


Hot Pressed, Cold Pressed and Semi-finished Nuts and Washers 


¥P? $$ OW NUT 0 


REPUBLIC STEEL 


CORPORATION 


CLEVELAND, OHIO 


aR 
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Time To “Check-up” 
On Union Hardware 


Roller Skates . .. 


“Time flies!” and UNION Hardware Roller Skates also 
move rapidly. Now is a good time to “check up” on your 
stock, see what you need and place your order for early de- 
livery. 

Our 1933 line is the most attractive we have ever offered. No 
roller skates are better known, more popular with skaters or 
show better construction for the price. In a recent severe test 
on cement roads 


Union Hardware 


Ball-Bearing .. . 


Extension 


Roller Skates 


traveled 115 miles before new rolls were needed, 
while inspection showed the bearings still good for 
as many miles more. 


PRISE: 


Actual mileage and durability have always proved 
UNION Hardware Roller Skates a dependable buy 
and skaters know it—hence the steadily increasing 
demand. 


(atcha eT ST 


Send for our new catalog. It illustrates and describes 
our latest improved line and simplifies ordering. 


ets All Jobbers Sell Union Hardware 


Roller Skates. Send for Catalog 


HARDWARE COMPANY 


Reg. U. S. Pat. Off. 
TORRINGTON, CONN. 
Established 1854 
New York Office 151 Chambers St. 
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@ The cooking school here shown was recently 
held in a city of 100,000. Cooking schools of 
such size no longer are the exception, for all 
over the country hundreds of similar schools are 
being held. The aggregate attendance runs well 
into the millions. 


Through these schools, the art of good cookery 
is being presented in such a graphic way that it 
can not be forgotten, For the instructors force 
attention on the fact that good cooking depends 
—— good materials. And, more than —— 
else, emphasis is placed upon the use of a goo 
range with a good oven heat control. 


That is why every woman in these vast audiences 
is urged to look for the Robertshaw when she 
looks at a gas range—and also why it is true 
that the more you feature the Robertshaw the 
more ranges you will sell. 


ROBERTSHAW 


“AutomatiCook” 


ROBERTSHAW THERMOSTAT COMPANY © YOUNGWOOD, PA. 
18 HARDWARE AGE 
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Peder Bag sp nae 
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Velocity .22 bullet— 
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of approximately one-mil- 


AMMUNITION 


AMMUNITION YOU CAN SELL WITH CONFIDENCE 


























ROVED 


THE HARDEST HITTING AMMUNITION 


EVER BUILT 


In BOTH loaded paper shells and metallics, dealers know that Peters 
HIGH VELOCITY is “the hardest hitting ammunition ever built." In fact, 
trade surveys would almost invariably indicate thet Peters HIGH VELOC- 
ITY is the ammunition dealers select for their own use. Surely ammuni- 
tion which dealers themselves prefer is mighty good ammunition for dealers 
to push when it comes to the matter of sales. 

No matter what the product may be, customers appreciate quality—and that's 
why it will pay you to push Peters Ammunition this year—and this is 
especially true of the HIGH VELOCITY loads in both shotgun shells and 
metallics. Both for big game and for such hard Ayers as pheasants, ducks and 
geese—HIGH VELOCITY is supreme—'"the hardest hitting ammunition 
ever built." 

Write us for further information and be sure to hear our latest interesting 
story from the salesman who calls on you. 


The Peters Cartridge Company 
Dept. B-22 
KINGS MILLS, OHIO 


BIERS 


AMMUNITION 


San Francisco 


Reports from everywhere— 
and RESULTS at our factory— 
indicate that Peters advertis- 
ing last year was outstanding 
in ammunition history. Mes- 
sages reaching millions were 
published in sport papers, 
farm papers, boy papers, 
trap-shooting and rifle publi- 
cations. he big 2-page 
COLORED SPREAD in The 
Saturday Evening Post launched 
NATIONAL PETERS WEEK 
with a bang. The whole program 
was a tremendous success. 
Peters is now on the map as 
never before! The 1933 cam- 
ete will be as fine as that 
last year—let it help YOUR 
ammunition sales. Be prepar- 
ing now to push all Peters 
products this year. 


AMMUNITION YOU CAN SHOOT WITH CONFIDENCE 
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HAND TOOLS 


STANLEY J 
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W. W. BABCOCK CO. 











BATH, N. Y. 


Single Ladder Fruit Single 
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SAVES MONEY 
in the Long Run 


LYMOUTH Ship Brand Manila Rope takes 
up the work of selling where you leave off. 
Selected Manila Fiber tells the customer a 
story of unmatched quality. Strength and de- 
pendability convince him that he has bought 
the most economical rope as well as the best. 


Make each rope sale build increased good will 
among your customers. Lay a solid ground- 
work for profitable repeat business by 
selling Plymouth Ship Brand Manila Rope. 


PLYMOUTH CORDAGE COMPANY 
North Plymouth, Mass., and Welland, Canada 





SALES BRANCHES 
New York Cee _ Baltimore New Orleans 
Fort Worth San Francisco 


PLYMOUTH 


e SHIP BRAND MANILA ROPE e 
tT # a Y Co C AN oo Fae . 
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Zinc-Insulated Fence 
Steel Fence Posts 
American Steel Gates 

Poultry Fence 
Netting 
Nails, Staples 
Barbed Wire 


National Expanding 
Anchor End & Comer 
osts 




















“1 INCREASED PROFITS by 
REDUCING MY INVESTMENT “ 






AMERICAN STEEL & WIRE COMPANY 
It's simple as A-B-C. When you buy your wire products from 


several different sources you have so many different brands to 

“sell” your customer on. 

How much better it is to buy from a single source—not only less 

bother—but MORE PROFIT. You can often make rea) savings 
D »@ D UJ ak on quantity orders and delivery. By selecting the American Steel 


& Wire Company as your source of supply yor get this advantage 
—plus the line that’s first in sares—first in demand—and first in 
profit, throughout the country. 
Now—is the time to investigate. Write us today. 
AMERICAN STEEL & WIRE COMPANY. 
208 South LaSalle Street, Chicago ATES STEEL CORPORATION ire State Bldg., New York 
94 Grove Street, Wana’ womensereonae ores First Notion! Bok Bldg., Baltimore 
Pacific Coast Distributors: Columbia Stee| Company, Russ Building, San Francisco Export Distributors: United States Steel Products Company, New York 
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Cyclone Wire 
Screen Cloth 


Cyclone 
Lawn Fence 


for Another 46 Years 


In our 46 years we have seen many products rise and 
fall— many trade-names prosper and disappear — but this 


one fact stands out in all our experience ...... 


—That reputable merchandise — based on quality, 
not on price — continues evenly and sanely 
to win and hold its customers .. . 

That hardware dealers who spe- 
cialize in such merchandise 
continue to stay in busi- 


ness profitably. 


Cyclone 


clone 45” Catchall Baskets 
chs 


ain Link 
Lawn Fence 





CYCLONE FENCE COMPANY 
General Offices: Waukegan, Ill. 
BRANCH OFFICES IN PRINCIPAL CITIES 


SUBSIDIARY OF UNITED STATES STEEL CORPORATION 
Pacific Coast Division: Standard Fence Company Osklend, Calif. 


Cyclone 


Reg. U. S. Pat. Off 
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FENCE AND ‘Redfag” PRODUCTS 
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SYmportant 
ANNOUNCEMENT 


to Hardware Merchants 


REDUCED PRICES 


FINE QUALITY 


YALE PADLOCKS 


N KEEPING with the present demand for lower 
| priced goods, we have made sharp reductions in the 
selling prices of the higher grades of Yale Pin-tum- 
bler and “Standard” Lever-tumbler Padlocks. At these 
prices the spread between the higher and intermediate 
grades has been materially reduced. 





No. 830 Series—1 % in. to 2% in. 
—Now $2.00 to $4.00 Retail. 


The numbers illustrated are typical of the price reduc- 
tions which we have effected in order to stimulate your 
sales of the better grade of padlocks. You can now give 
your customers the utmost in security at the lowest pos- 
sible cost...the security for which the name YALE is 
known throughout the world. 








Here is your opportunity for greater padlock sales and 
profits by offering genuine Yale protection at prices 
lower than ever before. 


Remember—“The name YALE Helps Make the Sale!” 


No. 8100 Series—1 in. to 
2 in.—Now $1.50 to $2.75 
Retail. 


No. 800 Series— % in. to 2% in. 
—Now $1.25 to $10.00 Retail. 


THE YALE & TOWNE MFG. CO. 
STAMFORD, CONNECTICUT, U.S. A. 
26 HARDWARE AGE 








Illustrations Courtesy Bryant Electrie Co. 





Attractive and orderly display table with well-stocked bins aid customers to select and sell 


merchandise to themselves. 


How to Stock and SELL 


ELECTRICAL SUNDRIES 
More Profitably 


HE hardware store, recognized 
Ts a natural outlet for the fast 

and steadily turning electrical 
sundries line, can make that line even 
more profitable than it has been. 
Complete stocks, permitting the cus- 
tomer to buy all materials for the 
job at one time and place, are re- 
sponsible for many additional sales, 
which in turn mean satisfied pur- 
chasers. 

Effective display is, of course, of 
prime importance, but full use of 
existing display equipment is urged. 
It has been thoroughly demonstrated 
that open display equipment care- 
fully and systematically tended; bins 
kept neat, clean and adequately 
filled, surpasses that which is al- 
lowed to become untidy, though rush 
periods are the cause. Every lull in 
selling activity should be used to put 
things ship-shape. That is when the 
selling begins—right on the display 
table or ledge. Give every piece of 
merchandise a chance to be seen and 
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sold. See that all price tags are 
neatly in their holders, doing their 
part of the selling; keep items from 
getting mixed with others adjoining, 
and do not allow dust to spoil the 
sales chance. 


A Magnet for Sales 


The display table illustrated shows 
how strong a magnet this line of mer- 
chandise can be for the entire store. 
These tables have been tested against 
other methods and were found to pro- 
duce a sharp increase in sales. This 
method is conceded easily the best 
available. Customers want to see 
and handle merchandise, and open 
display tables permit this form of 
self-selling. If a prospect can be in- 
duced to pick up an article he is 
considering, the desire for ownership 
is strengthened. 

Losses through theft are negligible, 
mainly due to the fact that tables 
have been built to a height that com- 
pels the would-be pilferer to bend the® 


arm, something a shoplifter never 
does. He does his work with a sweep 
of the hand and a raised and bent 
arm is too much of a chance to take. 
Increased sales from open display 
tables more than offset any loss from 
theft so far experienced. 

Many dealers have found it pro- 
ductive of sales to place a display of 
electrical sundries in places where 
customers naturally pause, such as 
near the cash register; others get 
good results by shifting displays to 
different points on the sales floor at 
frequent intervals. 

Although our list embraces only 
wiring devices, such related items as 
lamps, various appliances, insulating 
tape, soldering equipment,  elec- 
tricians’ tools, etc., should be dis 
played nearby. In this way, both 
customer and salesman are reminded 
of possible needs. 

In the window, stress the fact that 
your line is complete. Mount the 
items on wall panels and group them 
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10—Porcelain, Double Pole, Single 
Throw, Knife Switches. 

5—Porcelain, Double Pole, Double 
Throw, Knife Switches. 

10—Porcelain, Single Pole, 
Throw, Knife Switches. 

5—Porcelain, Single Pole, Double 
Throw, Knife Switches. 

25—Key Sockets, ¥% in. caps. 

25—Pull Chain Sockets, 4% in. caps. 

25—Push Thru Sockets, % in. caps. 
50—Bushings to transform sockets for 
pendant use. 

25—Switch or Receptacle Boxes, 214 

in. deep, with approved clamp. 

10—3'4 in. Octagon Outlet Boxes. 

10—4 in. Octagon Outlet Boxes. 

10—4 in. Square Outlet Boxes, with 

covers. 

10—314 in. Round Box covers, blank. 

10—4 in. Round Box Covers. 

10—3% in. Round Box Covers, with 

cord hole. 

40—Bakelite Convenience Outlets, 

surface type, assorted colors. 

10—4 in. Square, single Switch or 

Receptacle Covers. 

10—3%, in. Round Snap Switch 
Covers. 

10—4 in. Round Snap Switch Covers. 

6—Electric Bells. 

6—Electric Buzzers. 

6—Bell Ringing Transformers. 

24—Non - Kink Appliance 
Springs. 

100—10 amp. Fuse Plugs. 
200—15 amp. Fuse Plugs. 
100—20 amp. Fuse Plugs. 
50—25 amp. Fuse Plugs. 

50—30 amp. Fuse Plugs. 

5—6 ft. Heater Cord Sets. 

5—6 ft. Heater Cord Sets, with grip 
plug handle. 

5—6 ft. Heater Cord Sets, with 
switch in heater plug. 

5—6 ft. Extension Cord Sets, with 
three way block. 

5—9 ft. Extension Cord Sets, twisted 
wire, with push thru sockets. 
5—10 ft. Extension Cord Sets, 
twisted wire, with key or push 

thru sockets. 

5—10 ft. Extension Cord Sets, 
parallel wire, with key or push 
thru sockets. 

10—Wall Plates for Toggle Switches, 
Brass. 

10—Wall Plates for Toggle Switches, 

Bakelite. 
10—Wall Plates for Single Recep- 
tacles, Brass. 

10—Wall Plates for Single Recep- 
tacle, Bakelite. 

10—Wall Plates for Duplex Recep- 
tacle, Brass. 

10—Wall plates for Duplex Recep- 
tacle, Bakelite. 
25—Duplex Flush Receptacles. 


Single 


Cord 


(Compiled by HARDWARE AGE) 
50—Pony Type Separable Attachment 
Cc 


ap. 

25—Pony Type, Separable Attach- 
ment Plug, Complete. 

50—Pony Type, Grip Caps. 

10—Double Sockets. 

10—Triple Sockets. 

10—Grip Type Heater 
Plugs. 

10—Heater Connector Plugs. 

10—Heater Connector Plugs, with 
switch. 

25—Cube Taps, three outlet. 

10—Service Blocks, three outlet. 

25—Round Push Buttons. 

10—Square Push Buttons. 

10—Push Buttons with name plate. 

10—Four Way Table Taps, Bakelite. 

25—Weatherproof Sockets. 

10—Feed Thru Switches. 

a lush Toggle Switches, porcelain 
ase. 

att ° lush Toggle Switches, Bakelite 
ase. 

10—Surface Toggle Switches, Bake- 
lite Cover. 


Connector 


1—250 ft. Spool No. 18 Fixture 
Wire, asbestos insulated, duplex 
conductor. 

1—500 ft. Spool No. 18 Fixture 


Wire, asbestos insulated, single 
conductor, black. 

1—500 ft. Spool No. 18 Fixture 
Wire, asbestos insulated, single 
conductor, white. 

1—250 ft. Spool No. 18 Green and 
Yellow twisted lamp cord. 

1—250 ft. Spool No. 18 Parallel 
Silk Wire, Maroon. 

1—250 ft. Spool No. 18 Parallel 
Silk Wire, Gold. 

1—250 ft. Spool No. 18 Parallel 
Silk Wire, Brown. 

1—250 ft. Spool No. 18 Parallel 
Silk Wire, White. 

1—250 ft. Spool S. J. All Rubber 
Cord. 

5—Porcelain Cleat Receptacles. 

5—Porcelain Pull Receptacles, with 
chain and insulator for 314 in. 
boxes. 


Suggested Stock of Electric Wiring Devices 
Suitable for the Average Hardware Store 


5—Porcelain Pull Receptacles, with 
chain and cord for 3% in. boxes. 
10—Duplex Surface Convenience 
Outlets. 
10—Duplex Receptacles and Plate 
combination, Bakelite. 
10—Duplex Receptacle and Outlet 
Box Covers. 
10—Elasticord Switchless Cord Sets. 
10—Elasticord Switch Cord Sets. 
20—Coils, 1% lb. cartons, No. 18 Bell 
wire. 
20—Boxes copperel insulated staples. 
25—Boxes insulated staples, assorted 
colors. 
24—Cards baseboard cord clips. 
25—Turn-Button Canopy Switches, 
flat base, 5/16” stem. 
10—Flat Type, Cord Connectors. 
5—Dimmer Sockets, for 25 and 40 
watt lamps. 
5—Dimmer Sockets for 50 and 60 
watt lamps. 
6—25 ft. Spools Resistance Wire. 
Qne spool each of No. 21, 22, 23, 
24, 25 and 26. 
5—12 ft. Trouble or Garage Lamp 
Sets. 
5—20 ft. Trouble or Garage Lamp 
Sets. 
5—30 ft. Trouble or Garage Lamp 
Sets. 
10—Replacement Elements for 6 Ib. 
Irons. 
5—Porcelain Heater Elements for 
Bowl Type Heaters. 
50—12 in. radio lead-ins. 
50—2 in. radio ground clamps. 
25—Radio lightning arrestors. 
50—Radio antenna insulators, glass 
or porcelain. 
25—100 ft. coils, seven strand, aerial 
wire. 
25—100 ft. coils No. 14 Rubber Cov- 
ered lead-in or ground wire. 
2—1000 ft. coils No. 14 single braid 
rubber covered solid wire, white. 
2—1000 ft. coils No. 14 single braid 
rubber covered solid wire, black. 


Additional Items Suggested 


Armored BX Cable. 

Circular Loom. 

Flat Wire for baseboard mounting. 

Heater Cord. 

Porcelain Receptacles and Rosettes. 

Porcelain Cleats, Knobs, and Tubes. 

BX Cable Connectors, Straps, and 
Staples. 

Under-Rug Wire. 

Lamp Guards. 

Flashers. 

Push Button Switch Plates. 

Push Button Switches. 

Off-Set Double Sockets. 





Single Flush Receptacles. 

Radium Pull Chain Locators. 

No. 18 Parallel silk wire in addi- 
tional colors. 

Porcelain Wall Brackets. 

Mirror Switchhand Receptacle 
Plates. 

Pull Switches for Ceiling Fixtures. 

Wire Connectors. 

Combination Bell and Buzzer. 

Kitchen or Bathroom Shades and 
Holders. 

Armored Cable Tools. 

Wire “Fishing” Reels. 
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in a well balanced manner. Letter 
the name of each item and its price 
beneath the sample. 

Some retail outlets are offering 
sub-standard wire and cord—a dis- 
tinct fire hazard. Standard quality 
wire and cord carries identifying 
marks adopted by manufacturers and 
complies with the National Electric 
Code and has the approval of the 
Underwriters’ Laboratories. Heater 
and appliance cord has approval 
bands at five foot spaces. All ap- 
proved wire is clearly marked on the 
spools. Specify approved wire when 
ordering. 

The accompanying list, planned for 
average conditions, may be varied 
slightly to comply with the store’s 
requirements. In most instances 
quantities are minimum standard 
packages. Larger stocks may be 
ordered in proportion. 

The list, “additional items sug- 
gested,” will be useful where com- 
plete wiring or rewiring projects are 
to be supplied. Heavy gage and 
other wire will be needed if the de- 
mand is for commercial work. 





Electrical sundries is a fast moving volume line. 
Standard and approved quality items are prop- 
erly marked and prevent trouble through fire 
hazards. Cut price competition in this line is 
well confined to sub-standard merchandise. 





Above: Front view of a display 
table designed to show larger ap- 
pliances. Left: Storage space is 
provided at the rear of the table 
for additional stock displayed on 
top. Lack of knowledge of tech- 
nical names and terms is over- 
come by this arrangement of 
open display. The customer may 
know what an item looks like but 
without the name he cannot ask 
for it. The open display permits 
him to pick it out for himself. 
You wrapit up and take the money. 








Hardware Age, with the assistance of leading manufacturers, 

presents a guide to the selection of a suggested stock of electric 

wiring devices. Hardware merchants now handling the line 

or wishing to expand their stocks should check items on hand 
against the list printed herewith. 


(See opposite page.) 
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The Lame Duck Congress 


Bankruptcy Bill Has Fair Chance of Passage—Continued 


Gasoline Tax of 1 Cent, Sole Tax Legislation Expected— 
Anti-trust Relief Unlikely—Wild Life Conservation Bureaus 


Fesruary 13, 1933—It is a toss-up 
as to whether or not the revised bank- 
ruptcy bill will be passed by the present 
lame duck session of Congress. On the 
“hill” (Capitol) the prevailing view is 
that it will get by. But in administrative 
circles less faith is placed in Congress to 
enact the measure, the general outline 
of which has been described in Harp- 
WARE AGE. Its comparative quick pas- 
sage by the House was in itself more 
than had been originally anticipated. 
This was accomplished only after a vig- 
orous message by President Hoover 
pointing out the urgency of the situa- 
tion facing the railroads, corporations 
and indviduals in the present business 
situation and their need for relief from 
debts, and reorganization with protec- 
tion at the same time to creditors. Pres- 
ident-elect Roosevelt also has endeavored 
to have the present session get all legis- 
lation possible out of the way in readi- 
ness for the big program that will in- 
evitably come before a special session 
when he takes office. In the face of 
these efforts, however, Congress dawdles. 
The bankruptcy bill now is before a Sen- 
ate committee and its supporters hope 
to have it reported out and passed. It 
would be readily signed by President 
Hoover. 


* * * 


There is a possibility, if not a proba- 
bility, that depreciated currency legisla- 
tion will be passed by the House but 
not by the Senate at the present ses- 
sion. It is favored by most of the Re- 
publicans and many Democrats, per- 
haps enough to provide a House major- 
ity. It will be voted on today (Feb. 13) 
by the House. But it was not brought out 
of the Committee on Ways and Means 
until after a major operation. This was 
performed by Representative Schafer. 
Republican, of Wisconsin, who after get- 
ting 145 signers presented a discharge 
petition, a drastic measure. Immediate 
enactment of the legislation was strongly 
urged not only at the previous session, 
but at recent hearings before the House 
Committee by industrialist interests 
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Will Consolidate 


by L. W. MOFFETT 


Washington Reoresentative, Hardware Age 


representing a cross-section of American 
business. As usual, it was also opposed 
by importing interests. 

James A. Farrell, speaking as chair- 
man of the Foreign Commerce Depart- 
ment Committee of the Chamber of Com- 
merce of the United States, told the 
committee that it is a significant fact 
that some 52 per cent of the products at 
present being imported into the United 
States come from countries having de- 
currency. The bill most 
favored is that of Representative Hill, 
Democrat, of Oregon, which would as- 
sess compensatory duties on imports 
from countries of depreciated currency 
where there had been a decline of 5 
per cent or more in the par value of 
such currency. 

Another means to solve the depreci- 
ated currency are proposals to change 
the basis of evaluating imports. Hear- 
ings to this end recently were held be- 
fore the Tariff Commission. At pres- 
ent, excepting for chemicals, duties are 
assessed on the foreign value. Strong 
pleas were made before the Commission 
for making assessments on the American 
value as is done on chemical goods. 

Nothing is likely to be done in either 
case soon. Much depends on the atti- 
tude of President-elect Roosevelt. While 
he is strongly on record for maintenance 
of the gold standard and stabilized cur- 
rency, he is also proposing tariff bar- 
gaining. Though the two are not neces- 
sarily inconsistent, there are those who 
think foreign nations might be less re- 
luctant to enter into such agreements if 
compelled to pay duties on gold values. 
Many American business men, however. 
contend that unless given such protec- 
tion against imports from countries with 
depreciated currency they will go to 
the wall, resulting in much additional 
unemployment. 


* * * 


It is likely that continuance of the 
lc. per gallon tax on gasoline represents 
all the tax legislation that the prescnt 
session will see. The big taxation pro- 
gram will be held over for the special 





session, which will wrestle with efforts 
to meet a deficit of perhaps $2,000,090.- 
000 for the current fiscal year. The gen- 
eral manufacturers’ sales tax seems 
doomed, largely because of farmer and 
organized labor opposition. While gov 
ernment expenditures will be cut there is 
not the slightest chance of this being 
done to the extent of letting the country 
off with light taxes, political implica- 
tions to the contrary notwithstanding. 
More taxes are coming and will be 
placed on the already bent back of busi- 
ness.~ And there will be appreciable 
levies in the absence of a general manu- 
facturers’ sales tax. What may be still 
further ahead in the way of taxation in 
view of probable additional scaling of 
war and post-war debts is altogether 
problematical. President-elect Roose- 
velt obviously has not detailed a program 
but he has indicated preference toward 
lowering of brackets so as to include a 
larger number of taxpayers. It is no 
secret that he has a large following in 
Congress which is not favorable to the 
plan but it is doubted that many of them 
would buck it openly. It would make a 
bad showing for a new administration 
just entering upon its big task. Besides 
it might be politically dangerous for 
opponents before patronage has been 
handed out. 


* * % 


There is not the remotest chance of 
legislation either at the present or extra 
session of anti-trust legislation. It may 
ultimately come in some form or another. 
As a matter of fact it is known that the 
subcommittee of the Senate Committee 
on Judiciary which has been considering 
possible changes in the anti-trust law is 
inclined more toward strengthening than 
relaxing the anti-trust laws. 

* * * 


The Senate Special Committee on 
Wild Life Resources hopes to report a 
bill at the present session for consolida- 
tion of government conservation bureaus 
and hopes for its enactment at the spe- 
cial session or the following regular 
session. 
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Bust Among Ourselves 


OME years ago Ted Lyford, 

Torrington, Conn., hardware 

merchant built up a profitable 
business with puzzles. They were a 
part of his all-year toy department 
activity and brought a great many 
peopie into his store. At that iime 
the puzzles were selling at 50 cents. 
75 cents, $1 and even up to $2. Ted 
had a “circulating library” plan. 
Within two weeks a puzzle could be 
returned for fifty per cent credit on 
a new puzzle at the same or higher 
price. He enjoyed a satisfactory 
turnover on puzzles and started a 
puzzle fad in Torrington. He built 
up a real mailing list of people who 
had money to spend and would cir- 
cularize them, using a new shipment 
of puzzles as an inducement to bring 
them to the store. This plan made 
trafic for the entire store and was 
profitable in its own right. 

— HA — 

Today we are waist deep in a real 
national jig-saw puzzle craze. How 
long it will last is difficult to deter- 
mine. It has the great advantage of 
having practically no age or price 
class limitations. Only the better 
grades are jig-saw cut. The garden 
variety sold from 15 cents to 50 cents 
are die-cut cardboard. The better 
grades are jig-saw cut out of quality 
compo board and laminated wood. 
The scope of picture is unusual. It 
includes scenic views, historical 
events, maps, reproductions of “old 
masters” and in many cases have an 
advertising picture. The latter are 
distributed at low costs or free 
through distributors and_ retailers. 
Chain newsstands are doing a land 
office business; so are a great many 
stores. It may not last, but while it 
does there will be money made sell- 
ing all kinds of puzzles. In our 
next issue there will be further data 
on this puzzle situation with helpful 
ideas for getting some share of the 
business and its profits. These are 
days when all sources for profits 
must be utilized; and puzzles are cer- 


tainly popular. 
HA —— 


In recent months three prominent 
retailers have bitterly complained of 
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by CHARLES J. HEALE 
Editor, Hardware Age 


price competition from Sears and 
Woolworth. The latter on the new 
20 cent department. All three invited 
the use of their letters and urged a 
public fight. 
sisted that their names be withheld; 
that no mention be made of the loca- 
tion of the offending competition and 
that any reference to geographical 
location be most vague. In each case 
this was necessary to protect the com- 
plainant from losing desirable and 
highly profitable accounts with the 
very chain and mail order competi- 
tion he wished to throttle. 
at least inconsistent. 


But all three also in- 


This is 


HA — 


REDICTING that the day is al- 


most here when every type of 





retailing will be conducted through 
voluntary chains and that this form 
of distribution will be the leader in 
a few years, editor Gordon Cook in 
the Voluntary 
writes: “We have been receiving re- 
leases from certain sources trying to 
sell us on the idea that it is not 
possible to have a successful volun- 
tary chain organization in the hard- 
ware field. The reason these releases 
did not impress us much is that we 
helped organize one very successful 
hardware chain. 


Chain Magazine 


“The basic principle underlying 


all voluntary chain effort is coopera- 
tion. This, even in a slight degree 
and in a crude form, can do nothing 
except be helpful. 
much room for cooperation in the 
retail hardware field as there is in 
any other retail field. Right now, a 
national voluntary chain is begin- 
ning to function in the hardware 


field.” 


There is just as 


HA 
Although this opinion comes from 








what can hardly be termed a neutral 
corner, Mr. Cook’s observations are 
very interesting. 
field, past experience does not en- 
courage another national hardware 
chain experiment. I do not know of 


In the hardware 


an existing national voluntary hard- 
ware chain, nor have I heard or 
seen any evidence that one is in 
formation. There are many local 
chains, usually known as_ branch 
stores and, of course, several vol- 
untary chains in our field, but these 
too, at present are operating a 
limited geographical area. 

In a later issue of the Voluntary 
Chain Magazine is a feature story 
about the Royal Stores Plan. This 
is a group of retail hardware stores 
in northern New Jersey, operating 
with the Phoenix Hardware Co.. 
Newark wholesaler and the London 
Advertising Agency, also of Newark. 
As this cooperative effort started last 
September it seems a little premature 
to attempt conclusive appraisal. | 
would judge this advertising agency 
is ambitious to broaden its scope 
geographically. But as I understand 
its plan there will not be one na- 
tional retail group but several local 
retail groups each working in co- 
operation with an existing, centrally 
located wholesaler. The only pos- 
sible national complexion of such a 
development is the advertising, dis- 
play and general promotion activity 
of the advertising agency, if it is 
successful in making suitable and 
equitable arrangements with other 
wholesalers in other sections. In 
such a plan the actual operation 
remains local and without central 


control. 
— 


Forty-three years ago The B. F. 
Goodrich Co., Akron, Ohio was 
worried by the price competition of 
inferior grade hydrant hose. A 
circular distributed by this company 
in 1890 told a “price vs. quality 
story” which could be told today, if 
the four illustrations, which surely 
belong to the gay, gaudy, gas-lit 
nineties, were changed. In_ their 
day, these were probably artistic 
triumphs, but today they cause a 
smile. But the plea for quality ap- 
preciation that was important then. 
is equally important now. It will 
always be so. Better grade materials 
and more skillful workmanship will 

(Continued on page 33) 
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It’s buying time for 
aa 
Vacation 


ETURNING from vacation last 
R year two women were discuss- 

ing a beautiful summer resort 
where they had just spent a happy 
holiday. Both regretted that they had 
been unable to find suitable souvenir 
gifts to bring home to friends and 
relatives. They had seen the usual 
line of “inexpensive” beads and cups 
and saucers with “souvenir of Bing- 
ville” on them, but what they had 
wished for was something smarter— 
and representing a bit more money, 
incidentally. 

Here is a wide open opportunity 
for hardware stores operating in 
towns which cater to the summer 
tourist trade. Everyone who goes on 
vacation has some money to spend. 
It probably is the one time of the 
year when, having saved fur the spe- 
cific purpose, they spend with a 
liberal hand. They are out for a 
good time and a large part of that 
good time with many is the taking 
home of souvenirs to the family. So 
why not capitalize on this generous 
attitude? Improve the quality of 
your gift items—there is a demand 
for quality gifts. Many who at pres- 
ent neglect to buy souvenirs would 
do so if the merchandise were smatt- 


Frank T. Budge, 

Miami, Fla., 

hardware mer- 

chant has this 

modern gift 

wares corner in 
his store. 


Low price ranges may 
be mere habit—cure it! 


Dobyns-Taylor Hardware Co., Kingsport, Tenn., have extensive gift department. 


er, more modern and worthwhile. 
The price is not a factor in souvenir 
gift merchandise—unless it be that 
better gifts would be a stimulant to 
sales. 

Some successful hardware stores 
have large gift departments, others 
devote space of varying extent to the 
display of this line of merchandise. 
To such a department is mobilized 
items from the regular stock that 


lend themselves to gift ware mer- 
chandising, and of course, smart, un- 
usual items are added to give attract- 
iveness to the display. Among the 
items that make good giftwares are: 
Beverage mixing sets (one comes as 
a spoon, bottle opener and measure 
in one) bridge sets, (for coaster and 
ash tray holding—clamped to table), 
pocket knives, bottle opener combin- 
ations, whistling tea kettles, ice cube 
accessories (such as pails, tongs, etc. 
for table service), salt and pepper 
combinations, electric candles and 
novelty flashlights, pewter ware, car- 
toned bushes and plants, novelty 
clothes brushes, book ends, telephone 
pads for attachment for phone, 
souvenir spoons, cigarette cases and 
boxes, coat hangers, trays, thermom- 
eters, and other weather instru- 
ments, miniature garden implement 
sets, humidors, golf scoring devices, 
china, lamp shades, moth cubes, 
kitchen reminder pads, camping 
equipment (such as knives, wire 
grates, etc.) tire gages, electric 
clocks. 

Such items as those listed above 
come in prices from less than $1.00 
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to $10, a range which will readily be 
paid by people seeking worthy gifts. 

The objective of the retailer wish- 
ing to develop this line of merchan- 
dise should be to get the right atmos- 
phere into the department. It should 
look smart and attractive, but should 
not have the appearance of being 
expensive. The old admonition to 
keep things tidy is positively impera- 
tive. Nothing kills the sale of a gift 
item like dust and untidiness. If you 
put a woman member of the staff or 
family in charge of the department 
the chances are that this condition 
will be maintained. As strangers in 
town are readily recognized by the 
store staff they should have their at- 
tention called to the gift department, 
when they have entered the store for 
any other specific purpose. During 
the vacation season windows should 
pay a good share of attention to this 
line. 

If you have a gift department at 
present, give it a thorough analysis 
to see if it could be stimulated by 
fresh merchandise of a novel nature. 
Many people look about your store 
and decide silently that you do not 
carry the items they are looking for. 








A Dobyns-Taylor Hardware Co. window of gift goods that would attract 
any vacationist. 


They make no “demand” for them, 
but if you displayed a nice line of 
gift items they would buy them. 
There is no telling how you can raise 
the price range of this merchandise 
until you have stocked it, displayed 
and advertised it. 

Look up your sources of supply 





JUST AMONG OURSELVES 


(Continued from page 31) 


always keep good merchandise at a 
higher price than shoddy, cheap and 
often useless products built down to 
a price. H. E. Powers of the Good- 
rich Public Relations Dept. is re- 
printing this 1890 circular. He sent 
me a copy and will send you one if 
you request it. It is worth having 


and reading. . 
HA 








HE chain stores are worried 

about the threat of further State 
chain store taxes. Bills to that end 
have already been introduced in Cali- 
fornia, Colorado, Georgia, Illinois, 
Indiana, Kansas, Maine, Massachu- 
setts, Minnesota, Montana, Nebraska, 
New York, Oklahoma, Pennsylvania, 
Washington, and West Virginia. The 
Indiana law has already been sus- 
tained by the U. S. Supreme Court 
which gives impetus to the idea in 
other states. It is proposed to raise 
the Indiana maximum fee of $25 to 
$250 a year, the fee to be based on 
the number of stores. Naturally 
chain interests consider this tax ac- 
tivity unfair, and they fear that the 
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present urgency for additional pub- 
lic moneys will sweep such taxation 
throughout all states, before they can 
embark on any campaign to defeat 
the idea. Reports from several state 
hardware conventions indicate state 
chain store taxes are most heartily 
favored by retail hardware mer- 


chants. 
—a 





An additional tax burden on 
chains will hardly be sufficient to 
curb their major activities. It will 
of course cutrail their net profits, 
but not sufficiently to drive them to 
higher prices on their present line 
of merchandise. The probable re- 
action will be a raising of their price 
brackets as Woolworth has done in 
adding twenty cent items plus further 
effort in chiseling manufacturers to 
lower prices. Although I shall ever 
be steadfast in support of any and 
all anti-chain store campaigns, I do 
not believe chain store taxes will help 
much in the long run. Further I 
believe that chain store taxes may 
later encourage additional taxes on 


early—now, in fact, so that you will 
have ample time to make a direct and 
effective appeal for this class of 
trade during the coming vacation 
season. If you are at a loss to know 
where you can procure any special 
items or lines, HARDWARE AGE will 
advise you. 


all forms of retail stores. That is 
often the course of new tax measures. 
Politicians are keen for raising addi- 
tional tax money. They get “drunk” 
with successful tax measures and 
work out ways and means for broad- 
ening their scope. If this happens, 
the hardware trade is likely to suffer 
more in proportion than will the 
chain groups. So, I think, caution 
and further study might well be given 
to campaigns for chain store taxes. 

HA 








It is easy to appreciate the magic 
appeal of any plan which has the 
earmarks of “anti-chain” activity, 
but it will be well to make sure that 
such plans do not recoil. There have 
been many “rackets” put over on 
independent retail hardware mer- 
chants under the guise of “anti- 
chain” measures. Glib tongued poli- 
ticians have always shown skill in 
their ability to put one group against 
another by “labels” that have a sure 
fire response. To independent re- 
tailers the cry of “anti-chain” makes 
a proposal half sold. Let us be 
cautious about this tax matter, lest 
we later find ourselves caught in the 
same trap. 
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Its time to get 


— up out of low price, low profit merchandise. 
—up into a big market, with a line that is fa- 
mous for quality and value. 
up where there’s enough money profit to move 
around in! 


OW Can 


make more money = 


with FLORENCE 


How? First: The market for stoves gets BIGGER 
every year. More people, more homes — that’s ob- 
vious. 

Second: When a woman wants a new stove she 
wants a good stove — good looking, good cooking, 
durable, economical. You can trade her up, make her 
happy, make more money for yourself, if you have 
a line that meets her needs with a name that means 
something to her. 

Third: The F'orence | 
Plan will bring Jive pros- 
pects to your store — pros- 
pects who are interested in 
fixing up their kitchens - 
women who will want new 


1FEEL 
POSITIVELY 


IF FOUR GIRLS 
COPIED MY 


More and 

more women 

are saying: 
“Let’s fix up 

the kitchen!” 

The Florence 

Plan will bring 
these women to 
your store to buy. 
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tables, chairs, refrigerators, cabinets, floor covering, 
curtains, paint, utensils — and new stoves! 

Now — you don’t have to sell stoves cheap. Do you 
know that the mail-order houses do less than 20% of 
the retail stove business? Who does the rest of it? You 
furniture and hardware dealers! If folks shopped for 
prices they’d all go to the chains. But they shop for 
stoves. 


This kitchen in color will be shown to millions of women in their magazines; 
and to many millions more in dealers’ show windows. It is part of the plan to 
help you increase your sales in 1933. Want to come in on it? 
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OF DOING BUSINESS 


STOVES 


The public has confidence in Florence Stoves. The 
Florence name means something: it means value, 
backed by 60 years’ experience; it means good cooking 
results every time; it means less service calls for you, 
more satisfied customers, easier sales, more money 
profit! 

It’s time to get UP! There’s good money for you in 
Florence Stoves — and a plan that will work in your 
store! 


THE PLAN 

1. Nationally advertised in 

Ladies’ Home Journal 

Good Housekeeping 

Better Homes and Gardens Needlecraft 

Woman’s World Holland’s Magazine 
a total of 40 million messages in 1933, all directed to 
women who appreciate better kitchens, better homes. 

2. The best window trim material you ever saw 
— full color lithos that will make people stop, look 
and come inside. 

3. A merchandising plan to help you trade up 
the sale into the profit figures where you can make 
some real money. 
© 1933 by F. S. Co. 


Country Gentleman 
Household Magazine 


YOU CAN MAKE MORE MONEY WITH 3 


FLORENCE Re gp 
CO. 


ZG 


STOVE a 


Estahlished 
Gardner, 
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1872 


1933 


sm 


WICKLESS 


The famous Florence ‘‘Focused Heat” 
Wickless Oil Stove, everywhere rec- 
ognized as the cleanest and most eco- 
nomical oil stove ever devised, the 
nearest approach to gas; endorsed by 
Good Housekeeping Institute, House- 
hold Searchlight and other leading 
testing laboratories. 


WICKTYPE 


The Gardner Wicktype (long chim- 
ney) Oil Stove, powerful, easy to use 
. . for folks who want a wick stove. 


Both types in a full line of mod- 
els from the compact 5-burner 
range with built-in oven to the 
simple 2-burner stove. All made 
to last, beautifully finished — 
stoves you can sell and guaran- 
tee because we stand back of 
every one. 


RANGE OIL 


The Florence Range Oil Burner for 
use in any coal-burning kitchen stove 
or parlor heater — the oil burner that 
has taken New England by storm! 


GAS 


Complete line, full porcelain enam- 
eled, all modern improvements. Priced 
to give amazing value. 


Does all this sound good to you? Want to learn the 
details? Do you want to make some real money in a 
BIG market in 1933? If you do — and, of course, you 
do — send in the coupon right away! 


Florence Stove Company 
Gardner, Mass. 


Gentlemen: Send me the dope on your 1933 
sales promotion plans. 


I am selling 
© Wickless Oil Stoves 
1) Wicktype Oil Stoves 


} Gas Ranges 
] Oil Heaters 
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Phenomenal savings that cannot be repented, 
every department ... Visit Nock & Kirby's to-morrow 
inapect the sensational ealues ... Yeu can replenish your 
hardware needs at almost hal! the cost .. .De not delay 
Ut inconversent to pay cash... ase Lady. 
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POSTAL ADDRESS 
BOX 68¢c GPO 


This type of newspaper advertising was adopted permanently by an 

Australian hardware firm as a result of greatly increased sales over those 

obtained by the unwieldy broadside reproduced on the opposite page. The 
size of the ad is a newspaper page, 17 x 22 inches, 


by J. A. WARREN 
Associate Editor, Hardware Age 


NE of the best places in the 

world to look for ideas and 

methods in retail advertising 
is among the current ads. This does 
not mean that you need copy from 
the other fellow slavishly, but it will 
stimulate your own thinking, pro- 
vided you develop the ability to 
adapt his ideas and methods to your 
own requirements. 

Specifically we would use the 
methods of the larger stores in the 
matter of type sizes, display arrange- 
ment and plan of campaign. That is, 
you should study their way of doing 
things rather than copying their ads. 

First decide upon the amount you 
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can provide for an advertising pro- 
gram and plan to use the space as 
shrewdly as possible. There will be 
times when you can use a small space 
effectively, thereby permitting the use 
of more conspicuous space when 
needed. It is not necessary to use 
the same amount each issue of the 
paper, but it is a good plan to make 
your contract, covering a_ stated 
amount, compatible with your bud- 
get, and pay for it regularly, as you 
do your rent. In this way you can 
have your occasional “spread” of ad- 
vertising without feeling the extra 
burden of the cost for that particu- 
lar month. It sometimes happens 
that just when you wish to do an 
extra bit of advertising you do not 





feel you can afford it at the mo- 
ment. Your contract may be paid 
monthly, but you can use the space 
as needed. Incidentally, your pub- 
lisher will welcome an arrangement 
of this kind and will consider you 
worthy of every assistance. 

One of the successful methods of 
large stores is to have a leader or 
two in each ad. This does not mean 
a cut price, in fact, we do not con- 
sider the cut price a good advertis- 
ing policy, but a leader should be 
exceptionally good value for the 
money. It should have features that 
you can be enthusiastic about. The 
purpose of these leaders is to give 
each ad a special appeal. 


Illustrations 


Wherever possible obtain illustra- 
tions of the actual merchandise from 
your source of supply. Usually the 
wholesaler can provide you with 
electros or matrices (paper molds 
into which your printer pours metal, 
producing a printing plate) and is 
glad to assist you to sell more of the 
item. In most cases it is possible to 
get these in a variety of sizes; so 
state the approximate size required, 
having regard for the proportion of 
your«space you can afford to give 
that particular item, 


Selection of Items to 
Advertise 


Aside from the seasunal angle, 
there is advantage in selecting items 
from various departments, so that, 
by the arrangement of related items 
the customer will make a thorough 
tour of the store. The advertised 
item should do more than bring the 
prospect in for that one item. It 
should be only one of several sales 
made as a result of the ad. You will 
note this method in the advertising 
of those stores employing an ex- 
perienced advertising man or woman. 

To get the most from your adver- 
tising see that every member of the 
selling staff is familiar with the 
goods being offered in the ad, and 
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post them on the necessity for pre- 
senting related items also. 

The window display should, of 
course, feature the items that are be- 
ing advertised. Do not forget that 
coordinated advertising, window dis- 
play and selling intelligence are 
more far-reaching than the immedi- 
ate results would indicate. They 
build consumer acceptance for your 
store, as no single one of them will. 
The more these three musketeers of 
retailing work together the more you 
break down the sales resistance of 
your community, and then each of 
them becomes more effective, and as 
they produce more results your aver- 
age selling cost is reduced. Where 
some retailers fail, however, is when 
they feel that they can coast along 
on their past advertising perform- 
ance. You cannot. 

The accompanying _ illustrations 
show the present and past types of 


done by a _ Sydney, 
hardware store. Nock & 
used a well illus- 
trated and written broadside (see 
below). This broadside was un- 
wieldy to handle, being 24” x 39”. 
The advertising manager, L. Treble, 
decided to use a single full page in 
the Sydney Sun and condensed the 
copy and illustrations, cramming the 
page with pictures and short descrip- 
tions, written in a value-creating way. 
Nock & Kirby were so gratified by 


the increased sales as a result of the 


advertising 
Australia, 
Kirby formerly 


Hardware Store Advertising 


change that they will continue this 
style of presentation. 

It is interesting to note the num- 
ber of American items in this adver- 
tisement. In fact, the whole style of 
the ad, the merchandise, and, conse- 
quently, the consumer demand, is 
very similar to, if not identical with, 
our own. 

Watch Harpware AGE for further 
articles on the subject of retail hard- 
ware advertising, and send news- 
paper pages containing your own ads 
for review. 


This is the first of a new series of articles, 


dealing with retail hardware store adver- 


tising, to appear in each issue of 


Hardware Age 
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Visit cur Reef Garden for Luncheon or Afternoon 
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HERE are many of your cus- 

tomers who are already think- 

ing about their housecleaning 
and garden work. Striking window 
displays will draw these people to 
your store if your start now to pre- 
pare them. The planned window or 
one worked out along the lines of 
those pictured here will “educate” 
the customer to think of your store, 
although he or she is not going to 
buy until a few weeks hence. Start 
showing the attractive new items in 
your housefurnishings department; 
begin creating desire for ownership 
in the mind of the housewife, tickle 
the interest of the man with a bit of 
ground to tend—NOW. When they 
are ready to buy they will naturally 
come to your store. 

The background piece in the win- 
dow featuring japanned ware is an 
attractively painted picture, but a 
hand-lettered message will serve the 
purpose well if you have not the 
facilities to produce such a picture. 
The merchandise is colorful and will 
attract the attention of any housewife. 
Note that each item is price ticketed 
neatly, using uniform tickets. 
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Let your windows be the first is a suggestion for a colorful display. 
heralds of spring. The window re- A non-competing dress shop could 
produced at the bottom of page 39 _ provide a dressed figure, credit being 
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by 
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1983 








This is good publicity for the store 
providing the figure, and you should 
experience no difficulty in obtaining 
it, if you present the proposition in 


the right light. 








The original window display sug- 
gestions for this week feature spring 
cleaning and replacement merchan- 
dise for the home; two windows with 
a related appeal. The HARDWARE 
AGE interchangeable display fix- 
tures have been used as a founda- 
tion for the arrangements of both 
displays. (A sheet of instructions en- 
abling you to build these in your 
own work shop is available from 
the window display editor for the 
asking. No obligation attached.) A 
large cotton banner can be lettered 
by the sign writer and placed on the 
center units in each case. 

The matter of color is important 
in these displays. Try to get the 
suggestion of spring into them. It 
will encourage cleaning and renew- 
ing things. Yellows and greens are 
good at this time, and if you can 
use items that are dominated by 
these colors, fine! At least use these 
colors in generous supply of price 
tickets. A large number of good- 
sized price tickets all having the same 
color scheme and design will add a 
very attractive color note to your 
window display. 

Your windows are the most inex- 
pensive salesmen you can obtain. 
They will, if properly cared for and 
well lighted, work overtime and con- 
stantly increase your store’s sales. 








OR too many years, the farmers 
in who toil that all may eat, have 

shared in the costs and hard- 
ships of life without proper compen- 
sation for their labors. An endless 
army of politicians have talked glibly 
of “farm relief.” Experts have 
preached crop rotation. Almost 
everyone agrees “that agriculture is 
our basic industry.” Organized effort 
has successfully improved social life 
on the farms, with the help of low- 
priced automobiles and hard surface 
roads. The radio and the talking 
pictures were hailed as new boons to 
make farm life more enjoyable. Yet 
farming continued hazardous and 
highly unprofitable. 


With the depression has followed 
a considerable increase in farm fore- 
closures. More promises and un- 
limited advice but little tangible 
relief. Then the farmers acted. They 
went on strike. The entire country 
was aroused by the “farmer's holi- 
day” which threatened to cut off part 
of our food supply. 


Foreclosures continued and the 
farmers acted again. Legal and ex- 
tra-legal measures stopped fore- 
closure sales. Throttled bidding at 
public auction brought distressed 
farms back to their former owners 
at ridiculously low prices, all within 
the law. In the process many long 
standing debts were completely wiped 
out. 


With all due respect to the funda- 
mental that “law and order” must be 
maintained, fair thinking Americans 
must admire the patient courage of 
the American farmer. They will, at 
least silently, applaud the long de- 
layed self assertion which farmers 
today are disposed to express. 


Many of the leading retail hard- 
ware stores of this country depend 
largely on farm trade for their in- 
come. If farmers do not make a 
decent living, these hardware stores 
will go out of business. At prac- 
tically current consumer prices, farm- 
ers could make a living if more effi- 
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Farm Relief 


(An Editorial) 





cient distribution of farm products 
was effected. 

On Jan. 15 the official U. S. 
Government index of farm prices 
showed a new low point for 27 ag- 
ricultural products, despite price ad- 
vances on 15 commodities from Dec. 
15 to Jan. 15. This index tells the 
prices farmers received and must not 
be confused with “wholesale prices” 
or “market prices,” available from 
other than government sources. From 
this official report we learn that on 
Jan. 15, average prices received by 
farmers were as follows: hogs, $2.68 
per 100 lb.; sheep, $2.10 per 100 
lb.; lambs, $4.09 per 100 Ib.; eggs, 
21.4 cents per dozen; potatoes, 37.4 
cents per bushel, etc. Compare these 
prices with the prices you (as a con- 
sumer) pay for food and you will 
quickly appreciate the farmer’s prob- 
lem and will sympathize with his re- 
cent belligerency. 


Where there is cause there is usu- 
ally effect. The farmers successfully 
blocked foreclosures, in sufficient 
numbers to make the mortgage situ- 
ation very serious. Four leading in- 
surance companies, known to be 
heavy farm mortgage investors, pro- 
posed an informal moratorium. This 
plan, now under way, suspends fore- 
closures on owner-occupied farms. 
The importance of this step is indi- 
cated in the report that one of these 
four insurance companies holds 
mortgages on 37,000 owner-occu- 
pied farms in the United States and 
Canada. 


Congress is poised for farm relief, 
to the extent of bringing into force 
the full strength of the Reconstruc- 
tion Finance Corp. One of several 
plans under consideration would au- 
thorize the R.F.C. to grant loans 
either direct to the farmer or through 
the finance organization holding 
ihese mortgages. Other proposals 
heard in Washington (officially and 
unofficially) concern price raising, 
and legislation making it illegal to 
foreclose on farm mortgages until 
such time as proper farm relief 
measures may be effective. Another 
plan would establish special local 
farm boards to study each case prior 
to such action. 


Never in our national history has 
the farm problem been given such 
serious and sympathetic study by 
Congress, bankers and the man in 
the street. Never before has the 
farmer been so close to actual prac- 
tical relief. In recent months the 
farmer has shown his teeth because 
he despaired of receiving the relief 
he sorely needed. As a class, farmers 
are the most law-abiding citizens, 
and will prefer relief through proper 
channels. They will be most patient 
so lopg as they see the possibility of 
results. Today the outlook for 
prompt farm relief is most hopeful, 
but the movement toward that ob- 
jective must not be permitted to lag. 


Farmers need lower freight rates, 
lower tax rates, lower interest 
charges, and a larger share of the 
actual money spent for food. Pend- 
ing relief measures promise the 
needed help. 


Let us remember that farm relief 
is not solely a farm problem but is 
actually the most vital problem of 
all citizens. We must have food. 


To hardware merchants, the 
farmer represents a most important 
customer. It is to our own selfish 
interests to protect farming, and to 
insist that Congress provide adequate 
and prompt relief. 


HARDWARE AGE 















relief, 
» force 
nstruc- 
several 
ild au- 
loans 
1rough 
olding 
posals 
ly and 
aising. 
gal to 
until 
relief 
nother 
local 
prior 


‘y has 
such 
ly by 
an in 
s the 
prac- 
s the 
cause 
relief 
rmers 
izens, 
roper 
atient 
ity of 

for 
veful, 
t ob- 
» lag. 


rates, 
terest 
f the 
Pend- 


the 


relief 
ut is 
n of 


1. 
the 
rtant 
fish 
d to 


juate 











This is the Enfield Baseball Club, winners of the championship of the Finger Lakes Baseball League. On the extreme 
left is Leo P. Lyons, of Treman, King & Co., Ithaca, N. Y., Commissioner of the league. 


How and Why Treman, King & Co. 


Organized Three Ban Leagues 


Leo P. Lyons, of Ithaca, N. Y., firm, plans more of them in the 
future and is considering the possibilities with basketball leagues. 


& Co., Ithaca, N. Y., is a base- 

ball commissioner. He pre- 
sides over the frequent disputes of 
the Associated Finger Lakes Baseball 
Leagues which embrace no less than 
twenty strong amateur teams. It 
may be said that Mr. Lyons made his 
own job by creating leagues of which 
he became the commissioner. It 
gives him many busy days and rest- 
less nights, but the sporting goods 
department of Treman, King & Co. 
does a big business in baseball goods 
as a result. Here is why and how: 


Why 


Treman, King organized three 
amateur leagues: the Tompkins 
County, with six teams; the Seneca 
Lake, with eight; the Inter-City, with 


EO P. LYONS, of Treman, King 
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Here is a profitable idea. 


six. At the commencement of the 
season, these twenty teams needed 
complete equipment. Treman, King 
supplied it on credit, seeking only 
the management by some citizen of 
each town who combined baseball 
fannishness with financial stability. 
The teams paid up completely by 
mid season. The equipment for 
twenty baseball teams is real busi- 
ness for any merchant, but when 
twenty teams play 164 games a sea- 
son, it takes a lot of balls—660 at 
least, at $1.75 each. Treman, King 
as the organizers of the leagues, 
naturally, gets the ball business. 
Two of the leagues voluntarily 
adopted the firm’s own brand, long- 
margin Cayuga Ball as official for 
all games. 

Then there are the bats. Even the 


best bats break and an extra hazard 
is put upon them by the “inshoot” 
curve, used by most pitchers of 
amateur standing, which sweeps up 
to the plate and breaks sharply in 
toward the batter. If he hits it at all. 
it is likely to be with the weakest 
part of his bat, the handle. As a 
result the replacement business on 
bats averages from one to two a 
game. 


Outfits 


If you’d like a statistical picture of 
the volume you’d get by organizing 
a twenty-team association like the 
Ithaca firm’s, the following tables 
will help. Supposing your store 
supplies a region wherein economy 
is the watchword, here’s a pared-to- 
the-bone outfit for a team: 
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Five-piece uniforms... 12 $9.35 $112.20 
Pairs shoes.......... 12 3.75 45.00 
Fielders’ gloves...... 7 2.00 14.00 
lst basemen’s gloves. 1 5.00 5.00 
Catchers’ gloves..... 1 5.00 5.00 
Catcher’s protector... 1 6.00 6.00 
Catchers’ mask ..... 1 3.00 3.00 
Catchers’ leg guards... 1 6.00 6.00 
Uumpires’ mask ..... 1 3.00 3.00 
Umpires’ protector 1 6.00 6.00 
Umpires’ indicator ... 1 1.00 1.00 
Athletic supporters... 12 -50 6.00 
> Se 1 8.00 8.00 
pO SS eee 1 10.25 10.25 
Pitcher’s plate....... 1 7.25 7.25 
Bats (regular)...... 20 2.50 50.00 
Bats (fungo)........ 1 1.00 1.00 
Balls (team practice) 12 -50 6.00 
Balls (game) ....... 24 1.75 42.00 
eee $337,70 

BP er NE db bc hsnccceceanes $6,754.00 


On the other hand, if you're one 
of those fortunate retailers who cater 
to some summer resort district where 
every village glitters with vaca- 
tioner’s gold, you may be able to 
rake in a juicy team volume like 
this: 


Five-piece uniforms .. = $10.50 $210.00 





Paive GROGS....ccccce 10.75 215.00 
Fielders’ gloves...... 14 9.00 126.00 
Ist basemen’s gloves. 2 10.00 20.00 
Catchers’ gloves..... 2 15.00 30.00 
Catchers’ protector... 1 8.00 8.00 
Catchers’ mask....... 1 8.00 8.00 
Catchers’ leg guards. 1 10.00 10.00 
Umpires’ mask....... 1 7.00 7.00 
Umpires’ protector... 1 9.00 9.00 
Umpires’ indicator... 1 1.00 1.00 
Athletic supporters... 20 3.50 70.00 
Se Serr ere 1 16.50 16.50 
Home plate.......... 1 10.25 10.25 
Pitcher’s plate....... 1 7.25 7.25 
Bats (regular)...... 30 2.50 75.00 
TED. CHD) .cccccce J 1.00 1.00 
Balls (team)........ 12 1.75 17.00 
Balls (game) ....... 32 1.75 17.00 
Dewees BGR) ciccccccccossces $898.00 

SH Game GORE ccc vccceccccsies $17,960.00 


Add to this that about 400 ath- 
letically minded young men have 
learned to associate the name of 
Treman, King & Co. with sporting 
goods, and the “why” of Mr. Lyons’s 
activity in league organization has 
been sufficiently explained. 


How It’s Done 


“Operation of the leagues is 
simple, after you’ve got them to- 
gether,” says Mr. Lyons. “They 
elect their own league officers, and 
you can bet your last cent we let 
them make their own rules and oper- 
ate their own leagues after that. It 
keeps them interested and lets us out 
of a lot of bad feeling and trouble. 

“All I have to do in my office as 
Chairman of the Commission is to 
sit in judgment on a couple of 
hundred kicks, most of which would 
indicate that the umpire in the last 
game was a ‘bum.’ We’ve straight- 
ened out that snarl to a certain 
extent by making the home team sup- 
ply the umpire-in-chief and the visi- 
tors the base umpire. But, of course, 
there are still ‘howls’ enough to 
keep me busy. 





“Getting a league together isn’t 
hard as it would seem, either. All it 
requires is a little hard work done 
far enough in advance to take care of 
all the inevitable delays. If a de- 
sirable town has no organized team, 
which we often found, it will pay to 
start earlier than you would if an 
organized team were in existence. In 
any event, get the organization of the 
teams in motion. Start scouting the 
town for players and fans right now. 
Run out to the neighboring towns, 
find these boys and ask them whether 
they wouldn’t like a real ball team 
with full equipment, a _ regular 
schedule and a chance to lick Grass- 
ville for the county championship. 
After that it’s all plain sailing. 

“In calling an organization meet- 
ing, we pick towns where we have 
found enough genuine baseball en- 
thusiasts to support a team properly 
—towns in which we can get a 
responsible citizen to act as_ the 
team’s business manager and handle 
the treasury. We’ve found that, with 
these precautions, equipping the 
teams on credit is perfectly safe. 

“You'll find that it takes one or 
more meetings to get the various 
towns divided into groups that are 
logical rivals and so situated geo- 
graphically that they can play to- 
gether conveniently. We have found 
it best not to include towns more 
than fifty miles apart in -the same 
league; long distances cut the visit- 


ing crowds too much, and the gate 
suffers. 

“As a matter of fact, you won't 
have to worry about getting teams. 
Our greatest difficulty has been 
holding them off. Towns as far 
away as Elmira and Oswego have 
practically begged us to let. them in. 

“When we have the towns grouped 
in logical leagues we hold separate 
meetings to elect officers, arrange 
schedules, and pass league laws. We 
offer our groups the National League 
organization and rules as a model, 
but, of course, we leave the 
final decision to the officers after 
their election. I could give you all 
the details of our league rulings, but 
you ll find that requirements differ 
in varying localities. Around here, 
for example, our player-limit rule 
restricts a team to 20 players at the 
start of the season, with a cut to 15 
in the middle of July; but were we 
organizing larger-town teams, we 
might find it advisable to adopt the 
regular Big League 25 player-limit 
law. 

“And that’s all there is to it. 
Thereafter, you let the duly elected 
officials run their own league as far 
as is humanly possible. 

“Our only dissatisfaction is be- 
cause we haven’t enough of the 
leagues. By next year I’m going to 
have two more organized. And we 


may try the same stunt with basket- 
ball.” 
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Two energetic and progressive young 
men in Brooklyn, N. Y., Messrs. Giese- 
ler and Jensen, felt that the store’s 
stationery was not as representative as 
it might be. They appealed to Harp- 
ware Ace for assistance in laying out 
a more effective letterhead. The experi- 
ment resulted in the stationery above, in 





INCORPORATED 


632 Fulton St, BROOKLYN, N. Y. 


witiam H. SIESELER #aroware co. 


PHONES 
NEvine 8-6342 
NEvine 68-7845 


a ae niente 


contrast to the former, which did not 
bring out the firm name and other fea- 
tures in their relative importance. 

Your letter paper is important. It 
represents your store just as certainly 
as a personal representative would. 
Make it snappy. 
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Atlanta Joins Seattle in Stopping 


FAK 


Piers tonne fire, bankrupt 





and closing out sales are no 

longer a source of concern to 
Atlanta, Ga., merchants. An ordi- 
nance passed in the city last July has 
proven most effective in protecting 
retailers from the unfair competi- 
tion of such fake sales. Seattle, 
Wash., has a somewhat similar ordi- 
nance (see H. A., Aug. 4, 1932, page 
20), which has also been quite satis- 
factory in eliminating various kinds 
of fake sales. Although both the At- 
lanta and Seattle ordinances have the 
same objective, different approaches 
to the problem were used. 

The Seattle ordinance has been 
tested in court and held to be valid. 
It requires persons conducting a 
“closing out” or similar sale to file 
an inventory listing the wholesale 
prices of the goods to be offered in 
the sale. Licenses must also be pro- 
cured at fees ranging from $25 to 
$75 for sales periods varying from 
30 to 90 days. It is stipulated that 
the merchandise offered must be from 
regular stock. Violations are sub- 
ject to a maximum fine of $300 in ad- 
dition to a 30-day jail sentence. 

In Atlanta, the ordinance has its 
“teeth” in the fact that it makes it 
an offense to misrepresent the nature 
of any sales event, and makes the 
penalty for violations a maximum 
fine of $200 in addition to a 30-day 
jail sentence. It also makes it un- 
lawful to replenish the stocks being 
offered in such sales, or to advertise 
brands or qualities of merchandise 
when inferior brands or qualities are 
being sold. In addition, it prohibits 
goods from being advertised at a 
certain percentage less than their cost 
price, when they are being sold at 
a higher percentage of their cost 
price than is represented. 

The Atlanta ordinance has the ap- 
proval of the Atlanta Retail Mer- 
chants Assn., and has been inform- 
ally endorsed by Walter Harlan, sec- 
retary-treasurer, Southeastern Retail 
Hardware & Implement Assn., At- 
lanta, Ga. Mr. Harlan, responding 
to an inquiry from HARDWARE ACE 
regarding the ordinance, says: 
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Fire, Bankrupt 
and Closing Out 


“There is no doubt that it is a 
splendid ordinance and is being en- 
forced in Atlanta. Prior to its enact- 
ment, bankrupt stocks and close-out 
sales, which were advertised to be 
sold at bargain prices, were replen- 
ished with goods. from time to time 
as they sold out of certain items and 
numbers. Thereby carrying on the 
sale sometimes almost indefinitely, 
which naturally demoralized other 
business. Under this ordinance they 
can sell only the stock on hand, or, 
in other words, they cannot keep add- 
ing stock from time to time. This is 
a splendid law, and every city should 
have it.” 

The Atlanta ordinance: 

Section 894. Misrepresenting Fire 
Sales—Wreck Sales—Bankrupt Sales 
—Closing Out or Going-Out-of-Busi- 
ness Sales—Penalty for Faking such. 

Any person, firm, corporation, or 
agent, advertising by newspapers. 
radio, posters, or otherwise, repre- 
senting that they are operating, of- 
fering or maintaining “fire sales,” 
“wreck sales,” “bankrupt sales,” 
“closing out” or “going-out-of-busi- 
ness sales,” and similar businesses, 
whereby the public are led to be- 
lieve that they are being offered mer- 
chandise at reduced rates on account 
of “fires,” “wrecks,” “bankruptcies,” 
“closing out or discontinuance of 
business,” when in fact said sales are 
not bona fide, but are fakes and 
frauds, shall be held to be guilty 
of an offense and of a breach of 
orderly and proper conduct and 
shall, on conviction thereof in the 
Recorder’s Court, be fined not ex- 
ceeding $200.00, or sentenced to 
prison for not exceeding thirty (30) 
days, one or both penalties to be in- 
flicted in the discretion of the Re- 
corder. 

Section 895. Unlawful to Add to 
Stocks of Fire Sales. It shall be 
unlawful for any person, firm or cor- 
poration conducting any sale (ex- 
cept judicial sales) whether the same 
be by auction or otherwise, of any 
goods, wares or merchandise, which 
are or have been or which are 
claimed to be or have been in or 


SALES 


damaged by a fire, or which are, or 
have been or which are claimed to 
be or have been sold or purchased 
on account of any fire, or which are 
or have been or which are claimed 
to be or have been the property of 
any bankrupt, or firm, person or 
corporation who has failed in busi- 
ness, or has made a general assign- 
ment, or is or has been in voluntary 
or involuntary bankruptcy, or which 
are being sold or offered for sale in 
any other way than through the usual 
channels of trade, to sell or offer for 
sale in said sale any goods, wares 
or merchandise not so circumstanced 
or affected or damaged, or to add to 
or to permit to be added to, or to 
bring into or permit to be brought 
into any store, warehouse, or other 
building in the City for the purpose 
of adding to said goods, wares or 
merchandise so circumstanced or af- 
fected and which are on hand in any 
such store, warehouse or other build- 
ing for the purpose of being sold at 
such sale. 

Section 896. False Signs—Inferior 
Brands. It shall be unlawful for any 
person, firm or corporation, now or 
hereafter engaged in business in the 
City of Atlanta, to falsely represent, 
by advertisement or otherwise, that 
the goods, wares or merchandise 
which such person, firm or corpora- 
tion offers for sale are of a certain 
brand or quality, or that the goods 
will be sold at a certain percentage 
of their cost price or value and shall 
then sell goods, wares or merchan- 
dise of a brand or quality inferior 
to that or those represented or ad- 
vertised, or shall sell said goods, 
wares or merchandise at a higher per- 
centage of their cost value than rep- 
resented or advertised. 

Section 897. Penalty for Viola- 
tion. Any person, firm or corpora- 
tion violating any provisions of this 
ordinance, shall, upon conviction in 
the Recorder’s Court, be fined not 
less than One Hundred ($100.00) 
Dollars, or sentenced to thirty (30) 
days of hard labor in the City Work- 
house, or both, in the discretion of 
the Recorder. 
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G. F. SHEELY, 
Managing-Dir. 


OOSIER hardware retailers gave 
warm commendation to the na- 
tional association for its stand on the 
price discrimination problem and ex- 
pressed opposition to the proposed 
State retail sales tax at their annual 
convention in the Claypool Hotel, In- 
dianapolis, Ind, Jan. 24 to 27 inclusive. 
Alfred S. Gronemeier, Mount Ver- 
non, Ind., was named president to 
succeed Wm. Emrich, Jr., Indianapolis, 
Ind., and L. M. Pletcher, Delphi, Ind., 
was reelected vice-president. G. F. 
Sheely, Indianapolis. Ind., was renamed 
managing director. Members of the 
board of directors are: Ralph David, 
Logansport, Ind.; Frank P. Duncan, 
Gospert, Ind., and Karl Fenger, New 
Albany, Ind. Mr. Emrich and I. O. 
Reinoehl, Kendallville, Ind., were 
named members of the advisory board. 
The opposition voiced on the sales 
tax proposal, now before the Indiana 
General Assembly, was based largely 
on the experience of Mississippi hard- 
ware merchants with a similar law. A 
resolution forwarded to the Legislature 
and State officials, states that in the 
opinion of the association the law would 
he especially detrimental to the hard- 


Mechanical Refrigerator Industry Increased Output 


To the mechanical refrigerating industry 
goes the distinction of having increased its 
output in 1931 over that of 1929. Depres- 
sion notwithstanding, the industry turned 
out products in the former year to the 
value of $156,211,388, an increase of 3.9 
per cent as compared with $150,309,209 in 
1929, according to the Bureau of the 
Census. 

The total production consists of me- 


Ad 


WM. EMRICH, JR., 
Retiring President 





A. 8. GRONEMEIER, 
New President 


ware business, where the majority of 
the sales are less than one dollar, and 
a tax cannot be easily passed on to the 
consumer, 

Another resolution called attention to 
the practices of some manufacturers of 
standard brands who have been selling 
their products unbranded, or under an- 
other name at lower figures, and as- 
serted that “such practices, allowed to 
go unchallenged, work great mischief 
to our interests, and if continued will 
become utterly ruinous.” The N.R.H.A. 
was complimented for its “alert, im- 
partial and fearless work” in making 
known price discrimination. 

World-wide economic ills are surely 
breaking if history repeats itself, de- 
clared E. B. Gallaher, Norwalk, Conn.. 
editor, Clover Business Service, and 
treasurer, Clover Mfg. Co. Speaking 
at the Tuesday session, Mr. Gallaher 
outlined a series of past business cycles 
declaring that no business line ever 
stayed at the bottom of the cycle. The 
present graph is slowly registering a 
rise, he said. 

The sale of electric appliances was 
described as a medium that may lift 
the hardware store out of the depres- 





chanical refrigerators and _ refrigerating 
machines using refrigerants other than am- 
The output of domestic electric 
refrigerators, complete with cabinets in 
1931 amounted to 808,504, valued at $101,- 
663,647. These figures represent an in- 
crease of 34.2 per cent in number and a 
decrease of 1.4 per cent in value as com- 
pared with 602,370 domestic electric re- 


monia. 








Price Discrimination Discussed at Indiana Convention 


sion by C. V. Sorenson, merchandising 
manager, Public Service Co. of Indi- 
ana. In advocating the sale of quality 
merchandise, he showed that the net 
profit on quality electric refrigerators 
is 8.65 per cent, while the net profit on 
cheaper types amounts to only 4.6 per 
cent. 

Harry S. Noel, assistant advertising 
director, Eli Lilly & Co., said that busi- 
ness, if restricted too closely by tax- 
ation, cannot succeed. Small businesses 
are the backbone of American mer- 
chandising, he asserted. 

Miss Katherine M. Davis, a profes- 
sional shopper, described her experi- 
ences in shopping Indianapolis stores, 
outlining sales methods which impressed 
her; commenting on the carelessness 
and dilatory tactics of other clerks 
which drive away patrons. 

Herbert P. Sheets, managing director, 
N.R.H.A., and a member of the price 
competition committee, told of the dis- 
crimination of manufacturers and 
wholesalers as indicated by the com- 
mittee’s study. Many articles purchased 
in other than hardware stores were dis- 
played by Mr. Sheets, which, he said, 
were sold at a much lower price than 
can be equalled by the hardware mer- 
chant. 

The value of the State association 
through organization and exchange of 
ideas was cited by President-Elect 
Gronemeier, who spoke at the Thursday 
session. 

Increasing total sales does not neces- 
sarily mean an increase in profit, de- 
clared G. W. Sulley, National Cash 
Register Co., Dayton, Ohio, at the clos- 
ing session Friday morning. He urged 
a thorough study of profit producers 
with a resultant concentration on those 
items. 

The convention exhibit in the Riley 
room of the hotel was open each after- 
noon and evening, and all business ses- 
sions were morning meetings. The an- 
nual dinner dance was held Thursday 
night. 


Over 1929 in 1931 


frigerators, valued at $103,085,042, re- 
ported for 1929. 

In contrast to the showing made by the 
mechanical refrigerating industry, the 193] 
output of ice refrigerators, together with 
that of cabinets for mechanical refrigera- 
tors, exclusive of mechanical equipment, 
declined to $36,339,666, a drop of 36.7 per 
cent under the 1929 output, valued at 
$57,432,260. 
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‘Prices and Taxes Were Chief Topics At Oklahoma Convention 


proposed selective sales tax and 

adopting a plan for combating 
price discrimination, the Oklahoma 
Hardware and Implement Dealers’ 
Assn. closed one of its most successful 
annual conventions at Oklahoma City, 
Okla., on Jan. 26. 

In one resolution adopted, delegates 
demanded that their legislative repre- 
sentatives refuse “to sponsor, introduce 
or vote for any legislation that will in 
any way increase the enormous load of 
taxes which is now on the backs of a 
tax-burdened people. We refer particu- 
larly to the proposed income tax and 
sales tax before the present legislative 
bodies of the State. We demand a bal- 
ancing of the budget by reducing gov- 
ernmental expenses and not by levying 
new taxes.” 

The convention, which opened Jan. 
24, was attended by 600 registered visi- 
tors and more than 100 jobbers and 
manufacturers. 

H. C. Gearhard, Blackwell, Okla., 
was elected president, succeeding E. O. 
Flood, Mountain View, Okla., who be- 
came a member of the Advisory Board. 
Other officers elected are: N. H. Wal- 
ton, Pawhuska, Okla., first vice-presi- 
dent; Chester Young, Fairview, Okla., 
second vice-president, and Chas. F. 
Nelson, Oklahoma City, Okla., who was 
reelected secretary-treasurer. 

C. V. Brewer, Houston, Tex., store 
engineer, Lyon Metal Products Co., 
Aurora, IIl., was the first speaker at the 
opening session. In emphasizing the 
value of modern display methods, Mr. 
Brewer said: “Open displays will speed 
up your sales and reduce your over- 
head by making it possible to operate 
with fewer sales clerks on your pay- 
roll.” 

F. E. Harwi, president, A. J. Harwi 
Co., Wichita, Kan., declared that hard- 
ware merchants were obligated to do 
everything in their power to sell goods 
distributed by hardware wholesalers and 
produced by hardware manufacturers, 
and that if this obligation is not met, 
wholesalers are thoroughly justified in 
seeking more effective outlets for their 
goods. 

Opposition to the sales tax developed 
on the second day of the convention, 
following an address by Thomas Roach, 
Oklahoma City, Okla., member of the 
Oklahoma Retailers’ Assn. legislative 
committee. “There is no surer way of 
getting back to normal than through 
the channels of ordinary buying, which 
will never occur if the customer finds 
himself surrounded on every counter by 
a number of taxed articles,” Mr. Roach 
declared. 


P reeves ei Governor Murray’s 
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E. 0. FLOOD, 
Retiring President 


Paul J. Stokes, Indianapolis, Ind., 
manager, research department, N.R. 
H.A., traced the history of business de- 
pressions, declaring that commodity 
prices, especially farm prices, must be 
raised before there is a general busi- 
ness upturn. 

Other speakers were Jack Nourse, 
president, Nourse Oil Co., Kansas City, 
Mo.; R. W. Carney, sales manager, 
Coleman Lamp & Stove Co., Wichita. 
Kan., and T. H. Nichols, representa- 
tive. Western Clock Co., LaSalle, Il. 

Mr. Carney conducted a_ practical 
school in appliance selling, stressing 
the importance of understanding out- 


CHAS. F. NELSON, 
Sec.-Treas. 


H. C. GEARHARD, 
New President 


standing points in their manufacture. 
Mr. Nichols exhibited a motion picture, 
showing how clocks are made in his 
company’s plant. Mr. Nourse stressed 
the importance of getting women into 
stores, where they will find displays 
near to their hearts, “such as mouse- 
traps, dishpans and bridge prizes.” 

Nearly the entire closing session was 
devoted to a discussion of price dis- 
crimination, led by Mr. Stokes, who re- 
ported on the national survey which 
compares hardware store prices with 
those of other types of retail outlets. 
Buying backward from prices consum- 
ers are willing to pay was advocated as 
a solution to the problem. 





Bank Reform Needed 


During all this depression there 
were no bank failures in Canada; 
there were no large bank failures in 
England. To be sure, they did not 
have prohibition, with the associated 
corruption of every line of business; 
but there is no reason whatsoever 
why the government cannot demand 
of the banks the formation of an as- 
sociation which will guarantee the 
depositors against loss. 

The banks can be compelled to 
follow a system which will secure 
the money to their depositors. We 
have bank examiners in nearly every 
state at the present time but if these 
officials fail in their duty and do not 
properly guard the investments of 
the banks under their jurisdiction, 
the depositor has to stand the loss. 

The state or federal government 
should be compelled to stand the loss 
if the banks themselves cannot be 


made to combine and protect each 
other with the proper guaranty to all 
depositors. Every depositor in every 
bank should make a demand upon 
state and federal officials—assembly- 
men, congressmen, senators, etc.— 
for some effective action to bring 
about this badly needed reform. 

When a depositor puts money in 
the bank he ought to be assured that 
it will be there when he wants it. 
The bank failures in this country 
within the last few years are an out- 
standing national disgrace. To a 
certain extent it has helped to pro- 
long the depression. 

And until we can find some way 
of making banking safe, the hun- 
dreds of millions of dollars that are 
now hidden away in safety deposit 
boxes and elsewhere will stay out of 
circulation—From an editorial in 
Liberty Magazine. 
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1,000 Attended Illinois Convention 





GLENN R. SWANK HERBERT W. GIESSING 
President 


Retiring President 


A | JHE Illinois Retail Hardware As- 
sociation’s annual _ convention, 
Springfield, Ill., Jan. 31 to Feb. 2, 

inclusive, was attended by one thousand 
delegates. Glenn R. Swank, Galva, IIl., 
as president of the association sounded 
the keynote for the meeting in his open- 
ing address. He pointed out the need 
for organized and concentrated effort 
among members in order that a united 
front might be presented in meeting 
present day problems. 

Phil S. Hanna, editor, Chicago Jour- 
nal of Commerce, was the principal 
speaker at the first session. Speaking 
on “The Cost of Government in Rela- 
tion to Business,” he said in part: 
“There are private rackets and public 
rackets. The private racket is usually 
short-lived because, if it is successful, 
it develops an insatiable appetite for 
more and more profits for the rack- 
eteers, and there develops with the ac- 
quisition of profits a certain careless- 
ness which breeds eventual disaster. 
But the public racket—which misuses 
political power to obtain legislation that 
keeps its activities within the law— 
not only injures the many, but unless 
checked in time, it destroys property 
and even government itself. There has 
grown up in the United States a legal- 
ized system of inequitable taxation, the 
proceeds of which are being spent for 
purposes which were never contem- 
plated under the constitution.” 

A resume of the association’s accom- 
plishments during the past year and an 
outline of plans for the current year 
were presented by Paul M. Mulliken, 
Chicago, IIl., managing director of the 
association. 

Herbert P. Sheets, managing director, 
N.R.H.A., Indianapolis, Ind., discussed 
the causes primarily responsible for 
present business conditions and out- 
lined what may be expected to follow. 
His talk was crisp with optimism. 
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PAUL M. MULLIKEN 


Managing Director 


At the second day’s sessions, Herbert 
W. Giessing, president elect, East St. 
Louis, Ill., described a new form of 
competition, unknown, he said, to deal- 
ers of the early days. “Years ago we 
spoke of competition as ‘business ri- 
valry’ within our own ranks,” said Mr. 
Giessing. “That has gone. The com- 
petition under which we are laboring 
today is not the rivalry among our own 
craft, but it is the competition we are 
subjected to from other sources.” 

C. G. Gilbert, Oregon, Ill., presented 
the report of the N.R.H.A., price survey 
committee, which included data ob- 
tained through a nation-wide survey of 


prices paid by hardware merchants with 
the selling prices asked for comparable 
merchandise by other outlets 

At the closing session, M. F. O’Neil, 
manager, dealer service bureau, Fire- 
stone Tire & Rubber Co., Akron, Ohio, 
was principal speaker. He told of the 
necessity for dealer cooperation in sup- 
porting manufacturers who are fair in 
their dealings and who have spent huge 
sums of money in advertising campaigns 
to build good will for their dealer out- 
lets. 

“How Public Utilities Merchandise,” 
was the subject of a short talk by E. C. 
Hunter, editor, Fair Trade Commission 
News, Rockford, IIl. 

Dorothy Lieb Murphy related her ex- 
periences during a recent shopping tour 
of 46 central Illinois hardware stores. 

The convention closed with the elec- 
tion of Herbert W. Giessing, East St. 
Louis, Ill., as president. Paul W. Free- 
man, Urbana, IIl., was named vice-pres- 
ident. C. E. Bradley, Blue Mound, II1., 
was reelected a member of the board of 
directors to serve with two new mem- 
bers, M. L. Campbell, Benton, IIl., and 
John M. Jordan, Ottawa, Ill. The Ad- 
visory Committee will consist of Glenn 
R. Swank, retiring president, Fred W. 
Swanell, Kankakee, IIll., C. G. Gilbert, 
Oregon, Ill., and B. A. Schroeder, Bar- 
rington, Ill. 

The meetings were held in the State 
Arsenal directly across the street from 
the State Capitol. A display of hard- 
ware exhibits surrounded the meeting 
quarters. 





Increased Taxation Protested 
At North Dakota Convention 





H. M. ULVICK 
President 


Dakota Retail Hardware Associa- 
tion and the North Dakota Retail 
Implement Dealers Association held a 
three-day joint convention in Fargo, 
N. D., Jan. 17 to 19 inclusive. Both as- 


[ tune with the times, the North 


HOWARD CONNOLLY 
Retiring President 


Cc. N. BARNES 
Secretary 


sociations held separate meetings on the 
final day to elect officers and pass reso- 
lutions. Both organizations went on 
record as favoring lower taxes and as 
opposing a general sales tax. 

In other resolutions the hardware as- 
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sociation endorsed the constructive 
work of the N.R.H.A. price committee; 
the program of the Greater North Da- 
kota Assn.; and the work being done by 
the Home makers and 4H clubs. 

L. L. Russell, New Rockford, N. D., 
president of the implement dealers, 
opened the Tuesday session as chair- 
man and gave the annual presidential 
address. M. W. Murphy, counsel for 
the implement men and local attorney 
spoke on “Taxation and Impending 
Legislation,” and conducted an open 
forum. E. B. Gallaher, treasurer, 
Clover Mfg. Co., Norwalk, Conn., and 
editor, Clover Business Service, spoke 
on “The Business Barometer.” 

Wednesday morning, Howard Con- 
nolly, Devils Lake, N. D., president of 
the hardware association was in the 
chair as presiding officer and spoke on 


the topic “What of the Future?” Other 
speakers Wednesday were J. S. Witmer, 
vice-president Oliver Farm Equipment 
Sales Co., Chicago, Ill.; Donald Mc- 
Donald, Home Economics Dept., North 
Dakota Agricultural College; Rivers 
Peterson, editor, Hardware Retailer, In- 
dianapolis, Ind., and Mr. Gallaher. 
Equipment firm representatives were 
hosts at an evening entertainment. 

Studies on business competition were 
given by numerous experts on Thurs- 
day. Other speakers included W. J. 
Reynolds, Westhope, N. D., a vice-pres- 
ident of the National Federation of Im- 
plement Dealers’ Associations, and Paul 
Schilla, Dickinson, N. D. 

In speaking at the Tuesday session, 
Mr. Murphy warned that hardware 
dealers throughout the country would 
suffer severe losses should sales tax 





proposals now before Congress be en- 
acted into law. 

At Thursday’s election of officers, 
E. L. Christensen, Kensal, N. D., was 
named president of the implement as- 
sociation, while H. M. Ulvick, Aneta, 
N. D., was chosen as the new president 
of the hardware association. 

Other officers named by the hardware 
association are: J. W. Calnan, Berthold, 
N. D., vice-president; P. I. Dahlen, Wil- 
liston, N. D., second vice-president. 
New directors are: O. S. Hilmen, Ber- 
wick, N. D.; A. F. Huff, Wishek, and 
O. A. Ford, Hunter, N. D. Other direc- 
tors, who under the by-laws of the as- 
sociation are the three most recent past 
presidents are: Howard Connolly, 
Devils Lake, N. D.; H. A. Lane, Sher- 
wood, N. D., and John I. Rovig, Man- 
dan, N. D. 


Minnesota Convention Decided To Fight for Business 


: “CALL TO ARMS” in the battle 
A« business was the keynote 

sounded in the opening address 
of Albert Wynne, Windom, Minn., re- 
tiring president of the Minnesota Retail 
Hardware Dealers Association, at the 
association’s 37th annual convention, 
Minneapolis, Minn., Jan. 24 to 27. “The 
time is past,” Mr. Wynne said, “when 
a dealer can sit down and wait for busi- 
ness to come to him. We must go out 
and fight for business.” 

One of the principal speakers was 
J. E. Russell, general manager, Brown- 
ing Arms Co., St. Louis, Mo., who dis- 
cussed the question of Price Mainte- 
nance. 

Rivers Peterson, editor, Hardware 
Retailer, Indianapolis, Ind., gave a de- 
tailed report on the N.R.H.A. price 
study. 

Dan Billman, Minneapolis, Minn., 
member of the association’s executive 
board, and chairman of the utility mer- 
chandising committee reported on 
dealer-public utility relations. After 
discussing Mr. Billman’s report and 
recommendations, a temporary agrec- 
ment was concluded with representa- 
tives of the local utility companies, who 
were present, by which the utilities 
agreed to maintain a reasonable profit 
price scale. The temporary agreement 
is intended as a test to determine 
whether the companies intend to en- 
force its provisions. If not, the associa- 
tion reserves the right to renew agita- 
tion for legislation to curb utilities in 
selling merchandise. 

A. W. Cullen, editor, Northwest 
Hardware Trade, Minneapolis, Minn., 
related his experiences in attempting to 
spend $25 of the association’s money to 
find out what kind of salesmanship was 
being employed in Minnesota hardware 
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ALBERT WYNNE 


Retiring President 


stores. His plan was to buy everything 
that was sold to him, and to purchase 
only the articles which dealers made an 
attempt to sell. After several days were 
devoted to the endeavor he declared 





Cc. J. CHRISTOPHER 


Manager-Treasurer 


that he could not spend the sum allot- 
ted for the purpose. In not on instance, 
said Mr. Cullen, did I find a dealer 
who used real salesmanship. 

The climax of the convention was in 
the two stirring talks delivered by E. B. 
Gallaher, treasurer, Clover Mfg. Co., 
Norwalk, Conn., and editor of Clover 
Business Service. Mr. Gallaher said 
that wholesalers and manufacturers 
have held up a quality price standard 
which has caused the loss of many thou- 
sands of dollars of trade for the dealers. 
He asserted that times and conditions 
are such as to demand low priced goods. 
He stated that some manufacturers 
have refused to furnish dealers with 
this type of goods, but have supplied 
low-priced goods, without their trade 
names, to other types of retail outlets. 
He, declared the public’s attitude has 
become “if I can’t get it at the hard- 
ware store, I can get it at the ‘dime’ 
store.” Mr. Gallaher’s conclusion was 
that it is time for the manufacturer to 
furnish hardware dealers with a price 
range of goods which will compete 
with the low-price class. 

Mr. Gallaher’s second talk was called 
“An Advance Scouting Expedition in 
1933.” In this talk he gave a survey 
of present business conditions in gen- 
eral. His predictions for improvement 
were conservative in nature. 

H. Miller, manager of the Taxpayers’ 
Assn., Minneapolis, Minn., closed the 
speaking program with some poignant 
pointers on the tax situation in Min- 
nesota. 

At the final session the following new 
officers were elected: S. E. Hunt, Red 
Lake Falls, Minn., president; F. W. 
Bruscke, Good Thunder, Minn., vice- 
president, and C. J. Christopher was re- 
elected manager-treasurer. 
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Idaho Convention Report 





E. E. LUCAS 
Secretary 


J. E. GRAHAM 
Retiring Presdient 


EMBERS of the Idaho Retail 
Hardware and _ Implement 
Dealers’ Association, held their 


12th annual convention at the Owyhee 
Hotel, Boise, Idaho, Jan. 25 and 26. 
Many of the difficult problems con- 
fronting hardware and implement deal- 
ers was discussed at the meeting. Reso- 
lutions were adopted opposing the sales 
tax now being considered by the Idaho 
Legislature. 

President J. E. Graham, Rexburg, 
Idaho, delivered the opening address. 
Secretary E. E. Lucas, Spokane, Wash., 
presented his report, reviewing the as- 
sociation’s activities during the past 
year. With his subject “Whither Are 
We Bound?” Charles L. Wheeler, sec- 
retary and assistant manager, The 
Salt Lake City Hardware Co., Salt Lake 
City, Utah, gave his views on what the 
hardware merchant may expect in the 
future, and urged dealers to profit by 
their experiences of the past year. A. E. 
Theil, Theil & Olsen Bros., Montpelier, 
Idaho, spoke on “Merchandising Elec- 
trical Appliances and Equipment,” 
while “Dealer Relations” was the topic 


discussed by L. W. Brainard, sales 
manager, Idaho Power Co., Boise, 
Idaho. Mr. Brainard’s talk concerned 


cooperation between utilities and 
dealers. 

“Ethical Merchandising” was the sub- 
ject of an address by B. W. Waltman, 
executive secretary, Independent Busi- 
ness Men of Idaho. Mr. Waltman de- 
scribed the unfair trade tactics which, 
he alleged, are used by many chain 
stores. C. S. Graybill, McLain Hard- 
ware Co., Nampa, Idaho, discussed 
“Some Problems In Buying and Sell- 
ing,” after which Irwin Douglass, 
N.R.H.A., Indianapolis, Ind., in speak- 
ing on “Business Movements,” discussed 
general business trends. 

This was followed by a forum dis- 
cussion on the topic “Displacing the 
Slump,” relating to methods of off- 
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setting losses due to decreased sales 
volume and income. Axel Hedlund, 
manager, Shelley Hardware, Shelley, 
Idaho; C. A. Harris, C. A. Harris Im- 
plement Co., Rexburg, Idaho, and Roy 
S. White, manager, White Hardware 
Co., New Plymouth, Idaho, spoke on 
“Implement Dealers Collections.” This 
was followed by a general discussion of 
the implement trade led by M. C. 
Baldridge, Baldridge Implement Co., 
Parma, Idaho. 

Mr. Douglass then described “Price 
Competition and the Work of the Price 
Committee.” Following this, members 
participated in a forum discussion of 
State and National association services. 


Carl H. Butler, Butler Hardware Co., 
Caldwell, Idaho, then led a general dis- 
cussion of hardware problems. At the 
final session Mr. Baldridge discussed 
“Governmental Expenditures and Taxa- 
tion—Federal and State.” 

Roy S. White, New Plymouth, Idaho, 
was elected president, while Coe M. 
Price was named vice-president. New 
directors, elected for three-year terms, 
were: C. A. Harris, Rexburg, Idaho, and 
Carl Butler, Caldwell, Idaho. 

The closing event of the convention 
was a banquet and dance with the 
S.H.LP. Club, an organization of hard- 
ware, implement and paint salesmen 
as hosts. Edward Bell, Boise, Idaho, a 
member of the program committee di- 
rected a clever “ship” entertainment. 





Nebraska Held Important Convention 





B. B. BARBER 


President 


HE Nebraska Retail Hardware 

Association held its annual con- 
| vention at the Cornhusker Hotel, 
Lincoln, Neb., Jan. 31 to Feb. 3. The 
four-day convention was one of the 
most important meetings in the history 
of the association. Methods for in- 
creasing current sales and ways of 
meeting unfair competition resulting 
from price discrimination by manufac- 
turers were predominating problems. 

Rivers Peterson, editor Hardware Re- 
tailer, Indianapolis, Ind., called for 
united action among independent hard- 
ware dealers against price discrimina- 
tion. He urged Nebraska dealers to 
present a solid front against unfair 
prices and unfair treatment. 

Discussion among members stressed 
the fact that competition cannot be met 
without the right goods at the right 
prices and that more attenion should 
be paid to prices the public is willing to 
pay. 

Two measures introduced in the Ne- 
braska Legislature designed to restrict 
the activities of public utilities in mer- 
chandising appliances were discussed 


GEORGE H. DIETZ 


Secretary 


by Charles F. Nelson, secretary, Okla- 
homa Hardware and Implement Asso- 
ciation. Mr. Nelson estimated that Ne- 
braska retailers are losing $1,000,000 
business annually as a result of what 
he termed “unfair competition.” He 
explained how a law similar to the 
Nebraska bill has worked to the advan- 
tage of the Oklahoma retailer of elec- 
tric appliances. 

Walter L. Pierpont, president, Asso- 
ciation of Omaha Taxpayers, attacked 
the proposed State income tax and pro- 
tested attempts at artificial stimulation 
of industry. Reduction in governmen- 
tal expenditures was advocated by the 
speaker. 

“This is an era of new fundamentals 
and new ideas,” George W. Peck, Rush- 
ville, Neb., retiring president of the as- 
sociation, told the dealers. Mr. Peck 
predicted improved business conditions 
during the current year. 

On the closing day of the convention, 
the members heard an address by J. E. 
Lawrence, editor, the Lincoln Star, 
Lincoln, Neb. He said that the great 
need of today is for the people of the 
country, led by business, to avoid 
threatening currents, one of which he 
termed the “hue and cry for debt repu- 
diation.” 

Mrs. Bess G. Morrison, Lincoln, Neb., 
advised the dealers to “put appeal into 
your advertising. The dealers were 
welcomed to Lincoln by R. M. Joyce, 
Henkle & Joyce Hardware Co., Lin- 
coln, Neb. 

B. B. Barber, Homer, Neb., was 
elected president. Other officers named 
are: Charles Lehmkuhl, Wahoo, Neb., 
first vice-president; L. W. Jennings, 
McCook, Neb., second vice-president, 
and Geo. H. Dietz, Omaha, Neb., was 
reelected secretary. Earl Dean, York, 
Neb., and Karl Kohlmeier, Fremont, 
Neb., were named directors for two 
year terms. 
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NEW YORK ELECTRICAL 
ASSOCIATION MEETS 


More than 300 manufacturers, 
distributors and dealers of elec- 
trical table appliances in the New 
York Metropolitan district at- 
tended a joint meeting in the 
auditorium of the Electrical As- 
sociation of New York, Grand 
Central Palace, Jan. 30. The 
meeting was the first of a series 
of monthly sessions to be held 
under the auspices of the Appli- 
ance Committee of the Industry 
Program Committee of the asso- 
ciation in an effort to coordinate 
the activities of various groups 
directly concerned with the selling 
of appliances. 

E. K. Ploner, Chicago Flexible 
Shaft Co., chairman for the month 
of February, presided over the 
meeting. The next session, to be 
held at the Institute Feb. 28, will 
be devoted to plans for promoting 
greater sales of kitchen appli- 
ances and electric cookery for the 
month of March. 


FIRM CHANGES NAME_ 


Andrew Braunreiter has pur- 
chased an interest in the hard- 
ware store of C. A. Stolz, N. 
Minnesota St., New Ulm, Minn. 
The firm is now known as Stolz 
& Braunreiter. Recently the in- 
terior of the store was completely 
remodeled and rearranged. The 
business has been in continuous 
operation since 1867, having been 
owned by various firms and part- 
nerships during that time. 


COATS IS AGENT FOR 
STANLEY ELECTRIC TOOL 

Herb Coats is now Pacific Coast 
representative for The Stanley 
Electric Tool Co, New Britain, 
Conn., with headquarters at 576 
Monadnock Bldg., Francis- 
co, Calif. 
sociated with Van Dorn Electric 
Tool Co., Towson, Md., and Black 
& Decker Mfg. Co. 


San 





eral other changes were made in 
the sales organization of the com- 
pany. B. L. Vermillion is in 


charge of sales in Philadelphia, | 


Pa., Baltimore, Md., Washington, 
D. C. and vicinity. Joseph H. 
Sweet is in charge of sales in 
the New England territory, while 
Paul Davison is in charge of the 
southwest sales territory. 


BUYS HARDWARE STORE 


L. A. Baylin, formerly an op- 
tician, is owner of the Mt. Kisco 
Paint & Hardware Co., 19 E. 
Main St., Mt. Kisco, N. Y. Mr. 
Baylin recently bought the busi- 
ness of the Mt. Kisco Paint & 
Hardware Co., Inc. 


| GARMAIZE IS SECRETARY 
| COLUMBIA PHONOGRAPH 
co. 

A. E. Garamaize has been ap- 
pointed as secretary and assistant 
treasurer of the Columbia Pho- 
nograph Co., Inc., New York City. 
He has been with the company 
for many years as general coun- 
sel and manager of the export 
department. 


A. D. COWAN LEAVES 
PATENT NOVELTY CO. 


A. D. Cowan, for the 
twelve years an executive of the 
Patent Novelty Co., Fulton, IIL, 
has left that firm. He will take 
an active part in the manage- 


past 











COL. PAYNE RECEIVED 1933 AWARD 
OF PHILA. MERCHANTS AND MANUFACTURERS 


Col. Frederick — H. 
Assistant Secretary of War, was 


Payne, 


awarded the 1933 gold medal and 
Mer- 
chants’ and Manufacturers’ As- 
sociation of Philadelphia. Each 
year this award is given to an 
outstanding individual connected 
with the hardware industry who 


scroll of the Hardware 


by his activities has reflected 
credit upon the industry. The 
presentation was made at the 


association’s forty-seventh annual 
banquet, Feb, 2, 1933 at the 
Bellevue-Stratford Hotel, Phila., 
Pa. There were more than 200 
prominent hardware men present. 


Joseph M. Hottel, Delta File 


| Works, president of the associa- 
| tion, made a very able and witty 


| Henry Disston & Sons. The pre- | 


were distrib- 


Eckhardt, 


Gifts 
Geo. W. 


toastmaster. 
uted by 


| 
| sentation to Col. Payne was made 


lby Cc W. 


He was formerly as- | 


| Greenfield 


KUESER MANAGES SALES | 


FOR KNAPP-MONARCH CO. 


dent, Knapp-Monarch Co., Belle- 
ville, Ill., recently assumed the 
duties of general sales manager 
of that company. R. H. Thomp- 


| ganization he 


Asbury, 
Mfg. Co. who briefly reviewed 


the hardware and public career | 
of this honored guest. Col. Payne | 


is best known to the hardware 
industry as the organizee of the 
Tap & Die Corp., 
Greenfield, Mass., in which or- 
was successively 


| treasurer, vice-president, generat 
Joseph W. Kueser, vice-presi- | 


manager and president. fle is a 
past president of the American 
Hardware Manufacturer’s Asso- 
ciation, a former bank president 
(Mechanics Trust, Boston) , 


son is now in charge of the Chi- Massachusetts State Bank Ex- 
| aminer, a former vice-president 


cago office of the company. Sev- 


Enterprise | 


of the American Supply & Ma- 
chinery Manufacturer’s Associa- 
tion and has_ headed several 


New England. 








COL. F. H. PAYNE 


| During the World War, Col. 
Payne was District Procurement 
Officer at Bridgeport, Conn., then 
a major in the Ordnance Dept. 
| from which post he was promoted 


to Lieutenant Colonel and then 
to Colonel. He was appointed 
assistant secretary of War in 


May, 1930. 

In accepting the award Col. 
Payne spoke appropriately on the 
work of the War Department, 
and told of his experiences and 
problems with Congressmen. The 
Hon. Fletcher W. Stites and 
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other civic and trade bodies in | 


| ment of the Prochaska Mfg. Co., 
| Fulton, Ill., manufacturers of 
| nail clippers. Mr. Cowan has 
been interested in the Prochaska 
company for several years. 
McCLELLAN IS GILBERT 
CLOCK SALES MANAGER 


| 

| 

| J. J. McClellan, New Rochelle, 

| N. Y., for several years in charge 

| of the sales department of the 

| Gillette Safety Razor Co., Bos- 

| ton, Mass., and for the past year 

| in a similar position with Segal 
Lock & Hardware Co., has been 

| appointed sales manager of The 


William L. Gilbert Clock Co., 
Winsted, Conn. G. Raymond 
Holmes, who has been in the 


| sales department of the Gilbert 
| organization for several years, is 
assistant sales manager. 
F. A. Grant, formerly with the 
Gillette Safety Razor Co., is now 
| in charge of the Gilbert com- 
| pany’s New York City office. 


now 


| J. D. NICKLIS REPRESENTS 
| CLEVELAND FILE CO. 
A. A. Murfey, general sales 
| manager, The Cleveland File Co., 
| Cleveland, Ohio, has announced 
| that J. D. Nicklis has been ap- 
| pointed sales representative for 
the company in metropolitan 
New York and New England. 
For many years Mr. Nicklis was 
| associated with Manning, Max- 
well & Moore, Inc. in executive 


positions, 








Chas. M. Mills, field secretary, 
National Economy League, made 
brief talks which were followed 
by entertainment furnished by 
The Melody Ensemble. 

Mr. Asbury was chairman of 
Award 
in which work le was assisted hy 
Fayette R. Plumb and S. Horace 
Disston. Harry D. Moore is vice- 
president of the association, and 


Geo. A. 


the association’s Jury of 


Fernley is secretary- 


; treasurer. 
R. H. North, North Bros. Mfg. 
Co., dean among the  Phila- 


delphia hardware manufacturers 
was present for the first time in 
years. The hardware 
diners were so pleased to have 
him there he was given a stand- 
ing and rousing tribute with 
much sincere applause. 


sevel al 








LOS ANGELES POT AND 

KETTLE CLUB MEETS 

At a recent meeting of the 
Los Angeles Pot & Kettle Club, 
B. J. Badham, Jr., Hoffman 
Hardware Co., was installed as 
president of the club. Other of- 
ficers for the year are: Vice- 
presidents, George Wilcox, 
Sprake Sales Co., and J. V. Guil- 
foyle, secretary-treasurer, South- 
ern California Retail Hardware 
Association; recording secre- 
tary, L. L. Neblett, sales man- 
ager, Los Angeles Ladder Co.; 
corresponding secretary, J. H. 
Pohlson, General Sales Corp., 
and treasurer, Weldon Read, 
housewares buyer, California 
Hardware Co. 


ELECT OFFICERS OF 

TREMAN, KING & CO. 

At the recent annual meeting 
of Treman, King & Co., Ithaca, 
N. Y., Robert E. Treman was re- 
elected president of the com- 
pany. Other officers for the en- 
suing year are: chairman of the 
board, Robert H. Treman; vice- 
president, Arthur B. Treman, 
and secretary-treasurer, Nathan 
Hanford. 


ASSOCIATION REPORT 
READ TO DEALERS 

A report of a survey made last 
summer by George G. Hoy, field 
secretary, New York State Asso- 
ciation, was read at the Feb. 2 
meeting of the Brooklyn Hard- 
ware Association, in the John- 
son Bldg., Brooklyn, N. Y. R. J. 
Atkinson read the summary, 
which was based on ratings 
given each of 48 stores in 
Brooklyn and Queens counties 
visited by Mr. Hoy. The re- 
ports were not to be made pub- 
lic nor were they to be shown 
to the dealers whose stores had 
been rated, Mr. Atkinson pointed 
out. It was decided to send 
blanks, patterned after those 
used by Mr. Hoy, to each mem- 
ber of the association to permit 
proprietors to analyze their own 
stores. 

Thomas Grogan, president of 
the association, presided. In- 
formal comments were made by 
Charles J. Heale, editor, Harp- 
warE Ace; C. D. Starks, Far 
Rockaway, vice-president, New 
York State Retail Hardware As- 
sociation, and H. A. Cornell. 


KAHN HEADS SAVE THE 
SURFACE CHICAGO CLUB 

The Chicago Save the Surface 
Salesmen’s Club recently elected 
new officers. Albert Z. Kahn, 
Hilo Varnish Co., is president 
while Charles J. Winberg, manu- 
facturers agent, is vice-president. 
Henry Stirn, Reliable Paste Co., 
is secretary, while W. W. Ander- 
son was reelected as treasurer. 
Charles B. Keys, former secre- 
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tary of the club and now secre- 
tary of the National Association 
of Paint & Varnish Salesmen, at 
Cincinnati, was the principal 
speaker. He spoke of the better 
painted cities plan being pro- 
moted in Cincinnati. 

The club voted encouragement 
for support for the new credit 
bureau being established by the 
Chicago Paint & Wall Paper 
Dealer’s Association, in conjunc- 
tion with the association of credit 
men. 








HAROLD KANE 


Weston, W. Va. 
New President of W. Va. 
Retail Ass’n. 





WILLIAMS ON MOTOR AND 
EQUIPMENT ASSN. BOARD 
J. Harvey Williams, president, 
J. H. Williams Co., New York, 
N. Y., has been named to the 
board of directors of the Motor 
and Equipment Manufacturers 

Association. 

Mr. Williams was named at 
the January meeting of the 
MEMA Board of Directors in 
New York to take the place made 
vacant by the resignation of W. 
C. Allen. 

INDEPENDENT LOCK CO. 
APPOINTS W. N. HICKS 
Walton N. Hicks, formerly 

manager of the lock division of 

the McKinney Mfg. Co., Pitts- 
burgh, Pa., has been appointed 
by Independent Lock Co. and 

Lockwood Hardware Mfg. Co., 

both of Fitchburg, Mass., as sales 

manager for the southern part of 
the country. Mr. Hicks will 
make his headquarters in At- 
lanta, Ga., from which point he 
will manage the sales territory 
consisting of S. Carolina, Georgia, 
Alabama, Tennessee, Mississippi, 
Arkansas, Louisiana and Texas. 





DESTROYED BY FIRE 

The hardware store of J. M. 
Silver, Huron, S. D., was re- 
cently destroyed by fire, much of 
the stock being destroyed. Both 
the building and stock were 
insured. 





JOHN 





RUSSELL CUTLERY CO. AND HARRINGTON 


CUTLERY CO. HAVE CONSOLIDATED 


Directors of the John Russell 
Cutlery Co., Turners Falls, Mass., 
and the Harrington Cutlery Co., 
Southbridge, Mass., have an- 
nounced the consolidation of the 
two companies, both of which 
have been pioneer American cut- 
lery manufacturers. 

The Harrington company, 
which was founded in 1818, 
manufactures an extensive line 
of trade and professional cutlery, 
which enjoys an enviable na- 
tional reputation. The John 
Russell Cutlery Co., established 
in Greenfield, Mass., in 1834, is 
believed to have been the first 
manufacturer of table knives in 
this country. After outgrowing 





its plant on the Green River, it 
was moved to its present plant in 
Turners Falls in 1871. In addi- 
tion to table cutlery the Russell 
company makes a complete line 
of household and _ professional 
knives which are distributed na- 
tionally and exported to many 
foreign countries. 

Each company has long felt 
the need of expanding its lines 
to include products made by the 
other. Both factories will con- 
tinue to be operated as at present, 
with the merged company better 
able to serve distributors, deal- 
ers and users of Russell and 
Harrington lines. 











CHARLES H. JACKSON 


Charles H. Jackson, 82, retired 
salesman for E. C. Atkins & Co., 
Indianapolis, Ind., died recently 
at his home in Kansas City, fol- 
lowing an illness of two years. 
He represented the hardware di- 
vision of the Atkins organization | 
throughout western Missouri and 
Kansas. He was a member of 
the Atkins “Pioneer Club,” com- 
posed of employees who have 
been with the company for 20 
years or more. At the time of his 
retirement from active service in 
December, 1930, he had sold 
Atkins saws for 21 years. 


A, ROGER PERKINS 


A. Roger Perkins, 62, treasurer, 
C. A. Noyes Co., Brockton, Mass., 
hardware dealers, died recently. 
He became associated with E. W. 
Noyes in the hardware business 
in 1888. Upon the death of Mr. 
Noyes he became a member of 
the C. A. Noyes Co. After C. A. 
Noyes passed on Mr. Perkins be- 
came principal owner and treas- 
urer of the company. 





GEORGE P. CURTIS 


George P. Curtis, managing 
buyer, Dunham, Carrigan & Hay- 
den Co., San Francisco, Calif., 
wholesale hardware distributors, 
died Jan. 21 at his home in San 
Anselmo, Calif., following a 
heart attack. After being in the 
hardware business in Detroit he 
went to the Pacific Coast 40 
years ago, when he joined the 
Dunham, Carrigan & Hayden or- 
ganization as a salesman. 
Thirty-five years ago he became 


OBITUARY 





a buyer. 








GEORGE M. JOHNSON 

George Mitchell Johnson, vice- 
president and general manager, 
Wyeth Hardware & Mfg. Co., St. 
Joseph, Mo., died recently at 
the age of 72. He entered the 
employ of the Wyeth company 





GEORGE MITCHELL JOHNSON 


in 1883 doing clerical work, later 
operating a retail store for the 
company. In 1896 he became 
secretary and credit manager. 
Upon the death of William M. 
Wyeth in 1901 Mr. Johnson be- 
came vice-president. 

He was one of the founders of 
the Associated Industries of Mis- 
souri, a charter member of the 
local chamber of commerce and 
a director of the First National 
Bank. 


CHARLES G. STREET 

Charles G. Street, Montclair, 
N. J., president, American Wood- 
working Co., New York City, and 
eastern sales manager for the 
H. D. Hudson Mfg. Co., 147 
Chambers St., New York City, 
died Jan. 22, following a heart 
attack. 


HARDWARE AGE 
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BALTIMORE PAINT CLUB 
DISCUSSES CIVIC PLANS 


The recent meeting of the Bal- 
timore Paint, Oil & Varnish Club, 
at the Southern Hotel, Baltimore, 
Md., considered an intensive and 
city-wide campaign for business 
improvement and betterment. In 
the absence of president John 
Henry Coon, C. Burch Athey, 
chairman of the club’s clean up 
and paint up committee, con- 
ducted the meeting. Mr. Athey 
stated that his committee had 
been making a careful study of 
means of conducting campaigns 
in other cities. He spoke of the 
great need of arousing interest 
in the necessary work of repair- 
ing property, which would create 
a demand for building and other 
materials and paints as well as 
create employment. The club 
voted its support of the commit- 
tee’s proposals and authorized it 
to go ahead with its plans, in 
conjunction with the executive 
committee, 


BOWDISH IS PRESIDENT 
OF MASSEY HARDWARE 


Ambrose Bowdish was recently 
elected president of the Massey 
Hardware Co., Wichita, Kan., 
wholesale distributors, succeeding 
John Massey, who retired after 
twenty-three years with the organ- 
ization he founded. Lina Massey, 
was named vice-president while 
Merle Speer is secretary-treas- 
urer. Mr. Bowdish has been with 
the company since it was founded. 

Directors chosen for the year 
are: Fred G. Spencer, T. M. Mal- 
lory, Lina Massey, Mr. Bowdish, 
Merle Speer, Harry D. Howard 
and A. E. Schumacker. 





LOUISVILLE PRODUCTION 
CLUB CHANGES ITS NAME 


At the recent meeting of The 
Louisville Production Men’s Club 
it was voted to change the organ- 
ization’s name to Louisville Paint 
& Varnish Production Men’s Club. 
John R. MacGregor, Eagle-Picher 
Lead Co., Cincinnati, Ohio, gave 
an address on the subject of lead 
soaps and their uses in white 
paints. 


ACQUIRES BUSINESS 


Clarence Paulson, Atwater, 
Minn., has purchased the hard- 
ware store of William Holmquist, 
located in Cosmos, Minn. 





W. H. HEINZE HEADS 
HARDWARE SQUARE CLUB 


At the recent meeting of Hard- 
ware Square Club, No. 675, at 
the Masonic Club, 71 W. 23rd 
St., New York City, William H. 
Heinze, Woodhaven, L. I., was 
installed as president. Fred H. 
Scholl and Charles H. Coe are 
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vice-presidents, while Ralph S. 
Allen is recording secretary. 
Andrew Diehm is corresponding 
secretary, Albert Westphal is 
treasurer, and Frederick W. 
Berge is sentinel. 





RETIRES FROM FIRM 

Charles D. Pelton has retired 
from the hardware firm of C. D. 
Pelton & Co., Middletown, N. Y. 
The business will continue as a 
partnership comprising Harold F. 
Pelton, who has been a member 
of the firm ten years, and Mark 
F. Ryan who has been with the 
firm twenty-two years. The new 
partnership will do business 
under the name of Pelton Hard- 
ware Co. 


DON J. FOSS MAKES 
FLORIDA TRIP 

Don J. Foss, general manager, 
The Wooster Brush Co., Wooster, 
Ohio, accompanied by Mrs. Foss, 
left Feb. 2 for Miami, Florida. 
They expect to spend several 
weeks in Florida where Mr. Foss 
will recuperate from a recent op- 
eration. 


J. C. KELLY IS HILO 
CORP. REPRESENTATIVE 

James C. Kelly has been ap- 
pointed to succeed his father as 
a Hilo Varnish Corp., Brooklyn, 
N. Y., representative in the Met- 
ropolitan New York district. For 
ten years Mr. Kelly has success- 
fully served a large manufac- 
turer as a sales representative. 
Through close association with 
his father he has acquired an 
intimate knowledge of the trade 
he will now follow. 





WASHINGTON DEALERS 

TO DINE AND DANCE 

The Retail Hardware Associa- 
tion of Washington, D. C., will 
hold its third annual banquet 
jamboree at the Mayflower Hotel 
in that city on March 6. The as- 
sociation invites retailers, whole- 
salers, manufacturers and manu- 
facturers’ representatives, who may 
be in the city at that time to at- 
tend. Tickets are $2.50 and may 
be obtained from Fred E. Weaver, 
secretary of the association, c/o 
Hugh Reilly Co., Washington, 
D.C. 

Other officers of the organiza- 
tion are: President, F. Tracy 
Campbell; vice-presidents, George 
B. Stevens, James E. Wedding 
and Thomas Whigham, and 
treasurer, Ware M. Fonoroff. 





CLEVELAND PAINT CLUB 
HOLDS MEETING 
Forty-five members and guests 
attended the recent meeting of 
The Cleveland Paint & Varnish 
Production Club at the Chamber 


of Commerce club rooms, Cleve- 





land, Ohio. A discussion on two 
convention papers was one of 
the features of the meeting. Talks 
were given on several technical 
problems, which were followed by 
discussions. 


SPAULDING MANAGES 
MANNING-BOWMAN SALES 


Maxwell L. Spaulding has been 
named as sales manager for Man- 
ning-Bowman & Co., Meriden, 
Conn. For many years he was 
Chicago manager of the Trum 
bull Electric & Mfg. Co., which 
position he left to become dis- 
trict sales manager for the Gen- 
eral Electric Supply Corp. of 
Chicago. 


STAY-TITE PRODUCTS 
NAMES REPRESENTATIVES 


The Stay-Tite Products Co., 
Cleveland, Ohio, manufacturers 
of waterproof products has named 
two representatives, who will car- 
ry warehouse stocks of Stay-Tite 
products. The Schmidlapp Ma- 
rine Co., 708 Race St., Cincin- 
nati, Ohio, will act as distributors 
in southern Ohio and northern 
Kentucky. Howard W. Whitesell, 
Machine Bldg., 2823 E. Grand 
Blvd., Detroit, Mich., will also 


cover that section. 





H. N. DAVIES NOW 
MANUFACTURERS’ AGENT 


H. N. Davies for many years 
with the Holley Mason Hard- 
ware Co., Spokane, Wash., has 
opened offices as a manufacturers’ 
representative at 11050 Palatine 
Ave., Seattle, Wash. Mr. Davies 
will contact the wholesale trade 
with hardware and related lines. 





FIRE DAMAGES STORE 


Fire recently damaged the 
hardware store of Roderick 
Danaher, Spring St., N. Adams, 
Mass. 

FREDERICK HAASE NOW 

A SALES CONSULTANT 


Frederick Haase, until recently 
associated with The Sherman 
Corp., as engineer in its market- 
ing and merchandising division, 
has announced the establish- 
ment of his own sales and ad- 
vertising service at 418 W. 25th 
St., New York City. He had 
previously conducted a merchan- 
dising service at 130 W. 42nd 
St.. New York City. until he 
joined The Frank E. Wolcott 
Mfg. Co., Hartford, Conn., elec- 
trical household appliances, as 
vice-president in charge of sales. 

Mr. Haase was formerly sales 
promotion manager for the St. 
Louis Post-Dispatch, and gen- 
eral sales manager for Sparklets, 
Inc. 





PITTSBURGH ASSN. HOLDS 
STAG NIGHT 


Five hundred fifteen retailers, 
clerks, hardware, paint and elec- 
trical wholesalers and their sales- 
men as well as members of two 
Pittsburgh utilities companies’ 
staffs attended the “Stag Hard- 
ware Hullabaloo” held Jan. 28 
at the Fort Pitt Hotel. The event 
was under the auspices of the 
Pittsburgh Retail Hardware As- 
sociation. Group singing, profes- 
sional entertainment and a buf- 
fet lunch were features of the 
evening. 

The repeal of the Pennsylvania 
sales tax was urged by the deal- 
ers and wholesalers and a resolu- 
tion against the proposed law 
requiring a heavy license fee on 
locksmiths was passed. Members 
were urged to write their con- 
gressmen urging more stringent 
bankruptcy laws and the “Buy 
American” plan was endorsed. 

Hugh F. McKnight, president, 
N.R.H.A. addressed the gathering. 
A welcome to guests was given 
by Charles W. Scarborough, sec- 
retary of the Pittsburgh associa- 
tion. Frank A. Hegner, president 
of the Pittsburgh Retail Hard- 
ware Association, presided over 
the activities. 


OFFERS ATTRACTIVE 
“BUY AMERICAN” SEALS 

Walter S. Kraus, secretary, Na- 
tional Buy American Association, 
271 Madison Avenue, New York 
City, has announced that his or- 
ganization is prepared to supply a 
very attractive “Buy American” 
seal. 


GOULD GOLF BALL CO. 
MOVES ITS PLANT 

H. I. Gould, president, Gould 
Golf Ball Co., Inc., has announced 
that his company’s plant, former- 
ly located in Lynn, Mass., is now 
located at 522 Main Street, Wake- 
field, Mass. 


FIRE DAMAGES STORE 


Fire’ recently damaged the 
hardware, furniture and imple- 
ment store of Minnick Bros., 
Cambridge, Neb. Considerable 
damage was done to the stock 
and building. 


DAMAGED BY FIRE 


The Huntley Hardware Co. 
store at Whitmore Lake, Mich., 
was recently badly damaged by 
fire together with much of the 
stock. 


LEASES STORE 


The Apex Hardware & Supply 
Co., New York City, has leased 
a store at 49 Main St., White 
Plains, N. Y. 
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Housefurnishing Show 
Was Well Attended 





Sixth Annual Exhibit at Chicago Made New 
Record for Exhibitors 





The 6th annual National House 
Furnishing Exhibit at Chicago, 
Ill., Jan. 9 to 14 inclusive, estab- 
lished new records in attendance, 
and in the number of exhibitors. 
More than 1200 buyers were reg- 
istered. The feeling of optimism 
among both buyers and sellers 
was remarkable and most encour- 
aging. Many exhibitors reported 
more actual orders than last year. 
The large store groups were par- 
ticularly active during the entire 
week, and their orders, to follow 
later, are expected to exceed 
earlier estimates. 

The National House Furnish- 
ing Buyers Club luncheon and 
election on Tuesday, was one of 
the most important and well at- 
tended meetings the Club has 
held. At the Club’s election of 
officers, W. A. Ricker, Merchan- 
dise Manager and Buyer for the 
Boston Store, Milwaukee, Wis., 
was elected president, and the 
following vice-presidents 
chosen: John 
Joseph Horne Co., 
Pa.; H. Tyler, Frederick Loeser’s, 


were 
McConnaughy, 


Brooklyn, N. Y.; L. Wesselman, | 


The Bailey Co., Cleveland, Ohio; 


Pittsburgh, | 


Scruggs, Vandervoort & Barney, 
St. Louis, Mo., and L. Hellenthal, 
Wash. 
| Louis Zinngrabe, The Fair, Chi- 
cago, Ill., was reelected secretary- 
treasurer, and Warren Edwards, 


| Bon Marche, Seattle, 


corresponding secretary. 


quet and entertainment on 
Wednesday night, the principal 


tended by a larger number than 
ever before. Mr. Ricker, the new 
president, was toastmaster, and 
was introduced by J. W. Boston, 
retiring president. The House- 
wares Club stag entertainment on 
Thursday night was another most 
successful event, attended by 
nearly eight hundred. 

The election of officers for the 
Manufacturers Association will 
take place in March. Incumbent 
officers are: president, H. H. 
Kimball, Landers, Frary & Clark, 
New Britain, Conn.; vice-presi- 
| dents, E. M. Grable, Aluminum 





sington, Pa., and W. J. Vollrath, 
Polar Ware Co., Sheboygan, 
Wis.; treasurer, W. H. Doherty, 
| Queen Mfg. Co., Chicago, IIL, 


Chas. D. Olson, The Emporium, | and secretary, Warren Edwards, 


St. Paul, Minn.; C. W. 


Amos, | 228 N. La Salle St., Chicago, Tl. 





HUGHES IS MANAGER OF | 


NEW DEPARTURE MFG. | 

Frederick G. Hughes, vice- 
president of the New Departure 
Mfg. Co., Bristol, Conn., has been 
made general manager of the | 
company. He joined the organi- | 
zation in April, 1911, as_pro- 
duction manager. Prior to his | 
connection with the company he 
was experimental engineer at the | 
Bethlehem plant of the Bethlehem 
Steel Corp., and chief engineer | 
of the Driggs-Seabury 
Sharon, Pa. 








Corp., 


HIGGINS IS PRESIDENT 

OF NORTON COMPANY 

Aldus C. Higgins has been 
elected president and _ general 
manager of the Norton Co., Wor- | 
cester, Mass., succeeding Charles 
L. Allen, who has become chair- 
man of the board. Mr. Higgins | 
has been associated with the com- | 
pany since 1900; in the early 
years as manager of research and | 
abrasive plants. He was secre- | 
tary from 1912 to 1919 and treas- | 
urer and general counsel from | 
1919 to the present time. He is 
a son of one of the founders of | 


the company and its first presi- | bert Clock Co., Winsted, Conn., | Washington, Iowa, where he will 


dent, Milton P. Higgins. 
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| a year’s leave of absence. 


| has been assistant vice-president 


Mr. Allen has been identified 
with the Norton company since 


| the incorporation of the old Nor- 


ton Emery Wheel Co. in 1885. 
He had been the only general man- 
ager the company had previously 
had. He had been president 


| since 1919. George N. Jeppson, 


vice-president in charge of pro- 
duction, has been elected treas- 
urer to succeed Mr. Higgins. 
PARGNY GRANTED ONE 
YEAR LEAVE OF ABSENCE 
Eugene W. Pargny, president, 
American Sheet & Tin Plate Co., 
Pittsburgh, Pa., has been granted 
C. W. 
Bennett, vice-president in charge 
of operations, has been appointed 
acting president during Mr. Parg- 
ny’s absence. D. A. Barrett, who 


for the past four years, has been | 
named vice-president in charge 
of operations. 


H. D. SISSON LEAVES 


The annual Buyers Club ban- 


social event of the show, was at- 


Cooking Utensil Co., New Ken.- | 


utive sales position with Stevens 
& Hanover, New York City. J. 
J. McClellan, formerly sales man- 
ager for the Gillette Safety Razor 
Co., Boston, Mass., and recently 
with the Segal Razor Corp., New 
York City in a similar position, 
has succeeded Mr. Sisson. 

F. A. Grant will be in charge 
of the company’s New York of- 


fice. G. Raymond Holmes has 
been appointed assistant sales 
manager. 


KERLEW RESIGNS FROM 
J. B. FARNUM CO. 
Charles C. Kerlew has resigned 
as manager of the hardware de- 
partment of the J. B. Farnum 
Co., Woonsocket, R. I., manufac- 
turers’ agents and wholesale dis- 
tributors of hardware, mill sup- 
plies and sporting goods. He 
was at one time secretary and 
manager of the C. H. Darling 
Co. 
Mr. Kerlew has 
plans for the future. 


no definite 


| MOREAU IS A MAJOR ON 
GOVERNOR’S STAFF 
Arthur E, Moreau, Manchester, 
N. H., hardware dealer, and for- 
merly mayor of that town has 
been appointed as a major on 











A. E. MOREAU 


the staff of Governor Winant, 
New Hampshire. Mr. Moreau 
| was mayor of Manchester three 
| times and was at one time presi- 
| dent of The New England Hard- 


| ware Dealers Association. 
| 





MOVES BUSINESS 
The Romack hardware stock in 
Windfall, Ind., has been moved 
to Sharpsville, Ind., where it is 


being merged with the J. G. 
Romack store. The Windfall 


branch has for some time been 
operated by Francis Romack, a 
son of J. G. Romack. 


DAMAGED BY FIRE 
The building occupied by the 
Danforth Hardware Co., Dan- 
forth, Me., was recently badly 
damaged by fire. 





GILBERT CLOCK CO. 

Harold D. Sisson, sales man- 
ager in charge of sales and ad- 
vertising for the William L. Gil- 


} 
| 
| 
| 


has resigned to accept an exec- 


WILL OPEN STORE 
Walter Rukgaber has leased 
the Claire Dewey Building, 


TO HOLD METROPOLITAN 
BANQUET FEBRUARY 23 


The annual banquet of the 
Metropolitan Hardware Associa- 
tion will be held at the Hotel 
Commodore, New York City, 





H. A. CORNELL 


February 23. Tickets will be 
four dollars each or $3.75 each, 
for tables of ten, when subscribed 
in table lots. As usual a bill of 
entertainment will follow the 
dinner. 

Tickets and reservations may 
be obtained from H. A. Cornell, 
.30 Montgomery Place, Brooklyn, 
N. Y., chairman of the committee. 
Mr. Cornell is being assisted by 
a committee of thirty-seven men. 





HARDWARE BOOSTERS 
HEAR SEYMOUR SEARS 


Holding that “To be a real 
salesman, one must be an opti- 
mist,” Seymour Sears, Tucker 
Co., New York City, addressed 
the January 28 meeting of The 
Hardware Boosters held at The 
Hardware Club, New York City. 
Under the title, “The New Prob- 
lems Facing the Traveling Sales- 
many’ Mr. Sears advised his 
listeners to refrain from over- 
selling customers, and pointed 
out the folly of selling more mer- 
chandise to a customer than the 
customer could dispose of. He 
held that the high-pressure man 
has no place in the present pic- 
ture and that the old days of 
making a few calls and then 
visiting a ball game or a show 
were over. He urged closer co- 
operation between salesmen and 
credit departments in seeing that 
terms of sale are adhered to. 

R. J. Atkinson, Brooklyn, 
called attention to the coming 
Metropolitan Hardware Associa- 
tion Banquet and spoke _ infor- 
mally upon current business con- 
ditions. John H. Tracy, Rawl- 
plug Co., Inc., New York City, 
president of the Hardware Boost- 
ers conducted the meeting. A 
lively and interesting discussion 
followed the talks of Messrs 





open a hardware store. 


Sears and Atkinson. 
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Sell the Hose 


YOUR 





Customers Need 


The complete line of Goodyear 
Lawn and Garden Hose con- 
tains a hose to meet the needs 
of every customer. 


And whatever hose any cus- 
tomer may choose from that 
line, you can be certain you 
are selling him the most fine 
hose quality for the money. 


One thing you know out of 
your own experience, and 
Goodyear’s, is that a hose to 


give durable service over a long 





THE 


re milli i) 
BHA 
IN NOME 
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GREATEST 


time must be made with a strong 
cotton cord carcass — and ALL 
GOODYEAR LAWN AND 
GARDEN HOSE IS MADE WITH 
COTTON CORD CARCASS. 


Goodyear also manufactures 





a complete and world-famous 
line of Transmission Belting, 








Farm Belting, Suction Hose, 





Water Hose, Steam Hose, As- 
bestos and Red Sheet Pack- 
ing, Force Cups, etc. Write for 
price list to Goodyear, Akron, 
Ohio, or Los Angeles, Calif. 




















NAME 


The finest lawn hose made is 
Goodyear Emerald Cord, 
double braided, double-double, 
high-quality cotton cord car- 
cass, strong, flexible and hand- 
some. Other quality hose in the 
Goodyear line are Wingfoot, 
Glide and Pathfinder. Each of 
them is deservedly popular and 
all are nationally advertised to 
the home owners, golf clubs 
and other hose buyers of 


America. Order your stock now. 











How About the Daily Papers? 


By SAUNDERS NORVELL 


\HE mass of civilized men and 
T women all over the world today 

are influenced by three great 
forces—the newspapers, the movies 
and the radio. 

The mass of the people do routine 
work. While working they think 
about what they are doing, but it is 
after work is done in their leisure 
moments that they read the papers, 
listen to the radio or go to the movies. 
This is when they receive new mental 
impressions and when their opinions 
are formed. 

The average man accepts these 
three great forces just as a matter of 
course in his life. He reads his daily 
paper but he thinks very little of 
what it means to produce a daily 
paper. He goes to the movies, is in- 
terested—some of them are good— 
some are bad—but he does not think 
very deeply into the history or the 
mechanics or distribution of moving 
pictures. Probably when it comes to 
the radio he knows still less on the 
subject. If asked just how it works 
he would probably answer just “vi- 
brations” in the air. He usually 
would be ignorant of all the ma- 
chinery in back of the radio. The 
average man drives his car. He gets 
from place to place, but how much 
does he know about the mechanics of 
his machine? 

Last Sunday I put in most of the 
day reading the Sunday edition of 
one of our greatest newspapers. Of 
course, this Sunday issue was sold at 
a price far less than the cost of pro- 
duction. I wondered just what one 
of these great Sunday issues actually 
cost. How much per copy? I have 
never seen any figures on this subject. 
Of course, we all know that these 
papers are supported by their adver- 
tising. It would be interesting to see 
a statement of the cost of production 
by departments of a great daily paper 
with all the advertising left out. 

This paper I read covered the news 
of the whole world, not superficially, 
but thoroughly. Articles written by 
experts not only in this country, but 
in foreign countries, covering poli- 
tics, finance, literature, art, music. 
archaeology and almost every known 
human occupation. Not only was 
there a regular newspaper section, 
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but a photogravure section of pic- 
tures — remarkable photographs. 
Then a magazine section with stories. 
Another magazine devoted to books, 
art and criticism. A whole section 
devoted to the drama with pictures of 
scenes and plays and also pictures of 
the actors and actresses. 

What an enormous amount of 
thought and labor goes into one of 
these large Sunday papers. I was 
awed by the excellence of all of 
the articles. What can be done to 
improve these papers? It seems to 
me they have gone the limit in what 
money can buy, or brains produce. 

Then I wondered about the organi- 
zation of such a paper. About the 
mechanics of pictures, printing and 
all that. Then I wondered about the 
gathering of the news from all over 
the world. This must be thoroughly 
organized. Then I wondered about 
the gathering together and the editing 
of all the material for all the mag- 
azine articles. 

In listing the various departments 
above I did not mention the comic 
section. Think of the work of getting 
all of this together and printing it in 
colors. To me comics are something 
fearful. They give me a pain. It 
seems to me they appeal only to chil- 
dren or morons, but there must be a 
large audience who demand the 
comics because they came and they 
have stayed. 

What is the future of the great 
daily paper, I wonder? I hear stories 
to the effect that the radio is cutting 
into the newspaper readers, and also 
is taking away newspaper advertis- 
ing. People cannot sit and read a 
paper and listen to the radio at the 
same time. Is the radio gaining? Is 
the paper losing? In these abnormal 
times it would be hard to follow 
trends. I hear that the daily papers 
practically all are in the red. I hear 
that some of them are losing stagger- 
ing amounts because of falling off in 
advertising. Of course, the great ad- 
vertising has been in cigarettes and 
automobiles. Suppose something 
should happen to this source of in- 
come, then what? 

Here in the United States we are 
the greatest newspaper readers in the 
world. In every bus, in every train, 


in every subway, on every street car, 
on every boat people sit and read 
newspapers. In traveling in Europe 
an observer notes there is far less 
newspaper reading. In the subways 
here in New York I note that prac- 
tically all the men read newspapers. 
The working girls almost all read 
and carry books, and the young fel- 
lows hardly read at all. I, there- 
fore, deduce that as we grow older 
we read newspapers more. The great 
demand for novels is from women, 
especially young women and the aver- 
age young man while he may be 
interested in sports is neither a news- 
paper nor book reader. Am I cor- 
rect? I am just g uessing at these 
things from my personal observation 
in my travels up and down. 

Why doesn’t some great newspaper 
write a magazine, or a book and tell 
all abeut itself? We would like to 
see the saw dust inside. 

Then what effect does the news- 
paper have upon the mass of the 
people? Is it good, or evil? Surely 
newspaper reading takes up an im- 
mense amount of time. What is the 
compensation for the time used? 
Frequently when one of the members 
of my family has spent two or three 
hours with the papers, just as a test 
I have asked when they laid the 
paper down, “Now, tell me just what 
you have read. What have you 
learned?”., It is surprising how fre- 
quently after spending hours with a 
newspaper how little you can defi- 
nitely remember of what you have 
read. Is the trouble with us, or is 
it with the paper? Do we read the 
daily papers with mental alertness or 
do we do it in a sort of trance? Is 
it possible that one impression on top 
of another coming so rapidly in the 
reading of a paper leads to the blot- 
ting out of all the impressions that 
have gone before? For instance, I 
have taken the Sunday photogravure 
section, read it over carefully page 
by page, and then holding the paper 
at a distance where I could not read 
the printed matter I have tried to 
remember just what each picture was 
about, the name of the person or 
persons in the pictures, the occasion, 
etc., etc. I regret to say that after 

(Continued on page 66) 


HARDWARE AGE 


























ar, 
sad 
ype 
ess 
Lys 
ac- 

















r 





Mr. Merchant, We Have a Common Bond 


BY 


E. B. GALLAHER 


Editor, Clover Business Service 
Treasurer, Clover Mfg. Co. 


DOCTOR SHOULD BE WILLING to take his own medicine—at least we think 
so—we have done it. 

When all the costly combinations and absorptions in our industry were taking place, 
Clover stood firm—kept its overhead down—attended to its 
own knitting—remained independent of all trusts. 

To-day our volume is over three times as great as it was 
two years ago. We were compelled to erect a new unit to 
our factory last year, and are now about to start three new 
units in order to care for our rapidly expanding business. 





What does this mean? 

It means that our goods must be right—service first 
class—prices right—ready consumer acceptance. It can 
mean nothing else. 

And why not? We have no bonded indebtedness—no 
preferred stock—no bank loans—no merger dead horses to write off—we discount all 





our bills. 

Thus, our overhead is extremely low, and we can turn out the highest grade of 
products at the lowest possible prices—and still make money. 

The independent merchant and the independent manufacturer are to-day, shoulder 
to shoulder, serving the country in an important manner—they have much in common. 

There are here presented strong arguments for the mer- , 


chant who is now striving to improve his sources of supply 


before the next upswing. MAY WE SERVE YOU? 








E. B. GALLAHER: 
Clover Mfg. Co., Norwalk, Conn. 


CLOVER MANUFACTURING COMPANY You may send me, without obligation, samples of 
NORWALK, CONN., U.S. A. 


a | Green-Stripe Sandpaper. 
| Red-Stripe Turkish Emery Cloth—for polishing. 
| Yellow-Stripe Aluminous Oxide Cloth-—for cut- 
SANDPAPERS | - ST shop abrasive. 
| Orange-Stripe Garnet Paper—for wood-working. 


METAL-CUTTING PAPERS AND CLOTHS ~__| Clover Grease-Mixed Grinding Compound. 
| Clover Water-Mixed Valve-Grinding Compound. 
WOOD-WORKING PAPERS AND CLOTHS — 
CLOVER GRINDING AND LAPPING COMPOUNDS | _Address 


| 
| Character of business 
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To the Banker Who Resents 
Competition! 


Sr. PAut, Minn. — Regarding article, 
page 38, Jan. 19th issue, I feel that the 
banker who resents competition from out- 
side the banking field should be answered. 
From the average banker’s narrow view- 
point he probably feels he is justified in 
his statements. I wonder if he forgets his 
start in business—if he started on his own 
capital. If he started on inherited capital 
he has missed an important part of his 
business education. He states that he and 
his friend started in their business twenty 
years ago. Now he resents the beginning 
of young business men in his territory. He 
resents their intrusion in the field. He 
feels that the business is “mine, all mine, 
just nobody else’s, but mine.” 

It takes more capital to enter business 
today than it did when he started and he 
resents the wholesaler assisting these be- 
ginners. Let these beginners go to him for 
credit and watch him turn them down. He 
does not take into consideration their 
knowledge of business, their good moral 
habits and character nor their record for 
years of promptly paying their obligations 
and debts. Instead he demands a state- 
ment and turns it down with the remark 
that it does not warrant any banking 
credit. He has not the vision nor desire 
to study the individual and select the clear 
headed young merchants of today from the 
beginners but must have his three or four- 
to-one security backed by years of business 
experience. 

It, perhaps, is true that the field of busi- 
ness is crowded today; but is that any 
reason why an alert young man has no 
right to start into business and receive 
help from the wholesaler to do so? It is 
not! Where would American business be 
today if it were not for the young men 
with courage enough to make a start on 
the so-called “shoe-string” financing. Busi- 
ness would, even more so than it is today, 
be “an old man’s club” with no considera- 
tion in its soul for the younger generation. 

Mr. Banker states that he is now con- 
cerned over lending his old friend any 
money. He forgets he has been making a 
profit on that friend’s loans for twenty 
years. He probably will turn his old 
friend down at a time when his friend 
needs help more than ever before. 

He thinks it is unusual that the three 
stores entering the town have not applied 
to him for credit. Why should they? I 
would be willing to bet he has never been 
in their stores to give them a friendly 
greeting, a word of encouragement or to 
discuss with them their business; which, 
any man knows, is the most loved posses- 
sion outside of their family. 

No, Mr. Banker sits back in his office 
and expects them to come to him. He 
probably wouldn’t know them if he met 
them on the street and if he did would 
give them a curt nod indicating that he 
is a little better than they are because he 
is successful in business and they have yet 
to prove their worth. 

Mr. Banker you are reaping the fruits 
of your lack of progressiveness. If you 
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LETTERS 


to the L:ditor . 


are going to continue to be successful you 
are going to have to recognize the rights 
of young men entering business. You are 
also going to have to solicit your business 
in competition with other sources of finan- 
cial assistance to the young man in busi- 
ness today. 

A. C. Raymer, Jr., 

Hardware Merchant, 

“A Young Man in Business.” 


“Don’t Sneak Out of 


Business”’ 


New York Crty—A merchant who has 
lost his credit reputation, has lost his man- 
hood. Your credit reputation is a delicate 
and valuable thing, hard to acquire and 
easy to lose. 

Our experiences with the handling of all 
kinds of cases, honest, dishonest, and in- 
different, have shown one thing, that cred- 
itors can have unlimited patience with 
debtors who are unfortunate, slow pay, or 
honestly unsuccessful, but that they can- 
not stand being totally ignored, not to 
mention being subjected to losses, by 
debtors who chose to be misadvised and 
go out of business through the back door. 
It is cowardly and unfair. 

On the other hand, many debtors faced 
with financial difficulties, were honest and 
considerate enough to consult their cred- 
itors first, and as a result are still in busi- 
ness, and have the respect of their cred- 
itors, as well as their own self respect. 

That is our advice to you. You owe it 
to your creditors to consult them first when 
in difficulties. They had sufficient con- 
fidence in you to extend credit and you 
cannot entirely ignore them, if only as a 
matter of courtesy. We are sure that even 
in cases where embarrassed debtors con- 
sult attorneys, the attorney will agree with 
his desire to cooperate with his creditors. 

We know from facts, experience, and 
because it is a matter of common sense, 
that creditors are constructively inclined. 
They do not profit by closing stores and 
flooding the markets with “distress mer- 
chandise.” An embarrassed debtor who 
will consult his creditors first will receive 
the benefit of valuable advice based on ex- 
periences with many other cases, expetri- 
ence which others have paid for. Numer- 
ous cases can be cited where debtors who 
could see nothing but the end of their 
businesses, have received such constructive 






advice and information, to their mutual 
benefit. Extensions of time are often ar- 
ranged when a problem is met in time. 

Do not give up. Do not listen to schemes 
to defraud or ignore your creditors. Many 
cases of honest financial difficulties cannot 
be avoided, and your creditors know it. 
They do not hold that against a debtor. 
It is too bad that credit managers are so 
tied to their desks by routine work that 
clerks should do, that they do not visit 
their accounts. It would be beneficial and 
valuable for both debtor and creditor, It 
is too bad too, that many debtors do not 
visit the credit men. They would not only 
be welcome but would be surprised to find 
them human and friendly. 

How you go out of business is the in- 
cident that makes the biggest impression 
on a credit man, both the one you are 
dealing with, and the one you hope to 
deal with in the future, no matter what 
line or town you go to. We advise you 
to treat your creditors fairly, and as 
friends. It may react entirely to your bene- 
fit. We have seen creditors take serious 
losses without a whimper and without a 
grudge against the debtor. That depends 
on the debtor and his actions before: and 
during his financial difficulties. 

It is only a matter of honesty to face 
your creditors? who are, for practical fig- 
uring, partners in your business. Cred- 
itors consider it dishonest not to do so. 

Why have reflections on your record? 
We think the large majority of debtors 
know the right thing to do. We advise 
them to have the courage to do it, and not 
to be dissuaded by selfish interests. 

They and the entire trade will benefit 
by the resulting healthier atmosphere. 

M. T. D’AnprEA, Manager, 
Hardware & Paint Trades Credit 
Association, and Prop., Mardan 
Adjustment Service. 


A Voice From Behind the 
Counter 


Broox.yn, N. Y.—It’s quite a job to be 
a good retail hardware salesman. When 
you consider the thousands of items in the 
average hardware stock to have even a 
speaking acquaintance with each is a good 
sized order, but to be able to explain me- 
chanical and price differences of each is a 
real man’s size job. 

(Continued on page 58) 
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@ Dealers everywhere: Here’s red-hot front- 
page news! 

The Dutch Boy announces Dutch Boy 
Colors — a brand new line — the latest addi- 
tion to a famous family of painters’ products. 

Heretofore, dealers in only a few states 
have been able to offer their painter cus. 
tomers a line of colors-in-oil carrying the 
Dutch Boy brand. Now the advantages of 
handling such a line are extended to deal- 
ers all over the country. 

But that is not the only new thin 
Dutch Boy Colors. 

These are not old-style paste colors - 
kind that must be thinned before using 


ors come as a “short” buttery paste — some: 
thing entirely new. Now the painter cam ad 
his color just as it comes in the can, righ 
to the finished paint. There is no lumpin 
..-no streaking. Moreové 
venience that these new 
.--.without any sacrifice « 
Seventy-five years of. e i 
ufacturing painters’ & lors 
Dutch Boy line, whieh ¢ yn 


tinting colors in geneég 


tains all those 
,in the trade. 
In tinting strength, cafmeéetness of color 
tone, ease of use, economy, ‘reliability..,Duteh 
Boy Colors will be found second to ‘none. 

Sold in half pint, quart and gallon -eans; 
also in tubes. Just four sizes to stock! 

For further information, write our branch 


office nearest you. 


NATIONAL LEAD COMPANY 


111 Broadway, New York; 116 Oak St., Buffalo; 900 West 18th 
St., Chicago; 659 Freeman Ave., Cincinnati; 820 West Superior 
Ave., Cleveland; 722 Chestnut St., St. Louis; 2240 24th St., 
San Francisco; National-Boston Lead Co., 806 Albany St., Boston; 
National Lead & Oil Company of Pennsylvania, 316 4th Ave., 
Pittsburgh ; John T. Lewis & Bros, Co., Widener Bldg., Philadelphia. 
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© Compact, easily accessible, it 
has done away with the old counter 


SIMPLY FOLLOW 
e have THIS SHEET - 
been able 


CARRY A FEW 
TO REDUCE 


EACH OF THE 
OUR BRUSH 26 MOST POPULAR 
STOCK... 


TYPES OF BRUSHES 
GOOD. THAT 


















Yet we ouvext To CUT 
always have INVESTMENT, 
aComplete = 
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“Twas particularly surprised to 
find that more expensive brushes 
are more easily sold when placed 
directly beside those of Lesser Value 





* A prominent Dealer 
of Cherokee , Okla. 


IT’S THE SYSTEM that does the trick! 
Why not try it? Order Wooster Sampler 
Deal at $12.50. Retail value is $18.80. Your 
margin $6.30. 


THE WOOSTER BRUSH CO. 
Wooster, Ohio 
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The retail salesman today is called upon 
to explain gadgets and geegaws which were 
unknown fifteen or twenty years ago. Look 
at your electrical fittings and appliances, 
every one requiring some technical knowl- 
edge to sell profitably. Look over your 
paint stock, every can is a mystery to your 
customer and too many times to the sales- 
man also. How about builders hardware 
with its many ramifications? 

When Mr. Consumer steps into your 
store will he say to your salesman: “I want 
to repaint my house but the paint is all 
peeling off, what will I do?” or perhaps 
he’ll say “I want a die” and you know from 
his tone of voice if you mention the price 
of a standard die you'll have to douse him 
with cold water to avert a catastrophe. 

These are everyday questions but they 
give some idea of the range of knowledge 
a hardware salesman must possess. 

How often in your own and other stores 
have you heard the customer ask: “What is 
the difference between these two items, 
why should one cost so much more than 
the other?” The profit you make on this 
sale depends entirely on your man’s knowl- 
edge of his goods. 

Very often if you know your stock you 
can sell the better item rather than the 
inferior one. This is not only profitable 
in the first sale but it means many return 
visits because your customer will be satis- 
fied. 

It costs you real money to attract people 
to your store; have you prepared your 
salesman to serve them profitably? Sur- 
prising as it seems this phase of the matter 
often receives little if any attention yet 
you can readily realize how important 
it is. 

I don’t believe a letter of this kind 
should go into detail as to the means of 
giving your men this necessary knowledge 
but there are several ways which are very 
successful. Perhaps the most practical and 
popular one is the regular store meeting 
in which everyone participates. Some 
dealers subscribe to the trade journals for 
each of their salesman. This is a very ef- 
fective means as it provides a way to read 
of actual practical experiences of dealers 
throughout the country and also to see new 
things in the hardware line. Other dealers 
make it a point to pass along all available 
manufacturers’ literature, 

There are many ways to accomplish this 
purpose, but first there must be the will 
to do it. If you realize the importance of 
this suggestion you will find the way best 
suited to your particular store. 

Syp. ATKINSON. 


Canadian Wants H.A. 
Platform 


Hamitton, Ontario.—Would you be 
kind enough to send another copy of the 
February 2nd issue of Harpware AcE? 
The writer is giving an address to the 
Ontario Association and is anxious to use 
the page with Hardware Age Platform and 
Voluntary Chain Platform comments. We 
have been keeping the electro cuts and 
upon clipping them out, the opposite side 
was destroyed. 

W. W. Wricut, Wright’s Hardware. 





“The Mazda Lamp Case”’ 


In a recent article by Saunders 
Norvell, reference was made to the 
U. S. Supreme Court Decision ren- 
dered in “The Mazda Lamp Case.” 
Known officially as “U. S. vs. General 
Electric et al.” and reported as “272 
U. S. 476,” the text of this decision as 
handed down by the late, then Chief 
Justice, Wm. H. Taft concerns patent 
protection and related price mainte- 
nance. Mr. Norvell suggested that 
readers obtain a copy of this decision 
text. The Government Printing Office 
at Washington, D. C., received a great 
many requests as a result of this sug- 
gestion. As copies of the text are 
not available free or for a fee from 
that source, this government bureau 
has written us a letter of protest. In 
the meantime we learn that the text 
is available from the West Publish- 
ing Co., St. Paul, Minn., at 25 cents 
per copy. Interested readers are ad- 
vised to obtain copies from this 
source, giving for identification the 
data above-—HarDWARE AGE. 





Buy American Idea 


Massitton, Oxn10.—The recent purchase 
by several of our prominent chain store 
competitors of forign-made merchandise, 
principally wire goods, we believe pre- 
sents an opportunity to bring to popular 
notice our fight against the chain store. 
Such a program as “Buy American” would 
appeal to the class of people which it has 
been difficult for us to win away from com- 
petitors due to their price-consciousness. 

It is merely a suggestion, and we would 
appreciate receiving your opinion on the 
hardware dealers as a body featuring 
patriotism as a slogan for spring sales. 

E> C. Rarpet, Jr., Manager, 
Massillon Hardware Co. 





Guioversvittr, N. Y.—We have watched 
with interest your articles on “Buy Ameri- 
can.” 

One of our large local leather mills 
started a local campaign by enclosing slips 
like the enclosed (reprinted below—Eb.) 
in their employees’ envelopes. Other local 
firms have done the same. The local 
Kiwanis Club had several noon luncheons 
devoted to this idea. 

J. A. Scuriner, Burr Lumber Co. 


Americans Are One Big Family 

Your brothers in Boston, New York, 
Akron, Detroit and all over this country 
depend on you to buy and use what they 
make, just as you must depend on them 
to buy and use what you make. 

The time is now at hand for you to 
do some shopping for yourself and family. 
It is your duty now and always to buy and 
use only what is made in U. S. A. 

Remember you are an American. BE 
an American. BUY American! 


HARDWARE AGE 
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Who 
Milakes 
it? 


Coton, PaNnaMaA: Provide names 
and addresses of several manufac- 
turers of roller type, steel store doors. 


—Wong Chang & Co., Ltd. 


ANSWER: Cornell Iron Works, 
Inc., 3603 13th St., Long Island City, 
N. Y., and Kinnear Mfg. Co., 817- 
867 Field Ave., Columbus, Ohio. 


* * * 


Saint Joun, N. B., CanaDa: Where 


can spinning wheel heads be obtain- 
ed?—Emerson & Fisher, Ltd. 


ANSWER: Frank Fell, Mayville, 
Wis. 


* * * 


St. AucusTINE, FLa.: Who makes 
the A-1 brand of liquid metal polish? 
—Cordova Co. 


ANSWER: J. L. Prescott Co., Pas- 
saic, N. J. 
(See H.A., Sept. 29, 1932, page 165) 


* * * 


SHERMAN, TExAs: Who makes the 
Davis patent iron level formerly 
made by M. W. Robinson Co., New 
York City?—Scull, Swain & Wallace 
Co. 


ANSWER: Industrial Factors 
Corp., Watertown, N. Y. 


* * * 


RHINELANDER, WIs.: Furnish names 
and addresses of several manufactur- 
ers of clothes dryers for inside use 
that can be raised to the ceiling by 
pulleys and ropes.—Schooley-Forbes 
Hardware Co. 


ANSWER: M. Singer, 2525 Third 
Ave., New York City; Overhead Kit- 
chen Clothes Dryer Co, 509 W. 132 
St., New York City, and Royal Mfg. 
Co:, 880 E. 149th St., New York City. 

(See H.A., Sept. 29, 1932, page 75) 


* * * 


Des Moines, Iowa: Who makes a 
nut cracking machine for cracking 
black walnuts?—Carver Hardware 
Co. 


ANSWER: Arcade Mfg. Co., Free- 
port, Ill.; E. C. Stearns & Co., Syra- 
cuse, N. Y., and Wrightsville Hard- 
ware Co., Wrightsville, Pa. 


* * * 


TAHLEQUAH, OKLA.: Who makes 
an electric pecan cracker?—G. E. 


Weber. 


ANSWER: Michigan Electrical 
Laboratories, Benton Harbor, Mich. 


* * * 


PHILADELPHIA, Pa.: Furnish ad- 
dress of the home office of the Dixie 
Hearth Products Co., which for- 
merly maintained a branch office at 
501 Fifth Ave., New York City.— 
Murta, Appleton & Co. 


ANSWER: Dixie Fire Kindler, 
Inc., Douglas, Ga. 


* * * 


CLEVELAND, OHIO: Provide name 
and address of a manufacturer of 
pinking shears, as widely used in 
dressmaking establishments. —F. J. 
Pekoc, Jr., Hardware Stores. 


ANSWER: American Pinking 
Shears Corp., 158 Green St., New 


York City. 
(See H.A., Sept. 29, 1932, p. 199) 


* * * 


Newark, N. J.: Who makes white 
enameled drain boards as used on 
sink and tray combinations?—M. 
GoLDsTEIN & Son. 


ANSWER: Ingram - Richardson 
Mfg. Co., Bayonne, N. J.; Enamel 
Products Co., 300 Eddy Road, Cleve- 
land, Ohio, and Vitreous Enameling 
Works, 6700 Grant Ave., Cleveland, 
Ohio. 








Information regarding sources of supply as provided readers of Hanpware AGE 

by the Who Makes It Editor is here presented as an aid to others in the trade who 

may be seeking the same articles, The inquiries reproduced have been selected 

because of their general interest to hardware merchants and buyers. This 

editorial feature in each issue supplements the service rendered by the “Who 
Makes It?” issue published on Sept. 29, 1932. 
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Identify the 
Genuine by 
This Card! 


Imitated But 
Not Duplicated 


Wuen you stock and sell U.S. Poultry 
Fence, you KNOW you are offering 
your trade the finest poultry netting made. 
For, in design and manufacture, this mod- 
ern straight-line netting never has been 
duplicated. 

First Choice Everywhere.... 

Its straight, parallel line wires, its tightly 
wrapped hinge-joints, its uniform spaced 
meshes, its smooth, even tension, place 
genuine U. S. Poultry Fence years ahead 
of imitations and make it first choice 
of discerning buyers everywhere. 

Made in America.... 

U. S. Poultry Fence is made in America 
by American workmen. It is distributed 
only through the regular wholesale and 
retail channels and costs no more than 
ordinary netting. 

Standardize for Profit.... 

This year—standardize on _ original 
U. S. Poultry Fence! It will boost sales, 
discourage price competition, build per- 
manent and profitable repeat business. 

Ask us for the name of your nearest U. S. 
Poultry Fence Jobber! 

Indiana Steel & Wire Co. 


Muneie, Indiana 







Makers also of 
IMPERIAL Farm, Poul- 
try and Lawn Fence, 
Trellis, Flower Border 
Steel Posts, Gates 


Rolls Out 
Flat Like 
Carpet 


U.S. Poultry Fence 
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A REGULAR FEATURE 
OF HARDWARE AGE 


How’s me Hardware Business? 


Mr. James interprets for 
hardware men, such basic 
factors as, crop outlook, 
freight car loadings, circu- 
lation of money, building 
progress, employment, etc. 
He also deals with specific 
price trends, demand for 
merchandise, shortages 
and future outlook as re- 
flected by his study of the 
national hardware market 
- situation. 











Feb. 14, 1933 

ARDWARE observers have 

noted a lull in the frequency 

and importance of price 
changes, during the opening weeks of 
February, following the unusual num- 
ber announced last month. It cannot 
be said that either advances or declines 
have greatly affected the quiet drift of 
buying. If anything, there is some 
lapse of retail ordering since the first 
round of fill-ins after inventory. 


A Duty for Retailers 


Economists are preaching that retail- 
ers have an urgent and great public 
duty these days, in seeking ways to 
conserve the all-important consumer 
buying power. The most practical 
means to that end is finding and pass- 
ing along economies to patrons. 

Cash selling is frequently the only 
means of breaking even in offering the 
most competitive lines, and cash selling 
is easier for the hardware merchant to 
popularize now than when banking op- 
erations were less complicated. Barter 
between producer, storekeeper and wage 
earner is being systematized in many 
districts by local business associations, 
and has started many a stagnant trade 
area to functioning. 


Late Price Movements 


Due to continuedly aggressive mail- 
order quotations, the Firestone Tire & 
Rubber Company has reduced list 
prices on tires approximately 10 per 
cent on first line tires, 5 per cent on 
second and third line tires. Other lead- 
ing tire companies may be expected to 
follow. 

The trade is interested in the news 
of a small advance to wholesalers on 
leading brands of sterling silverware. 
Details of retail price changes, if any, 
are not available in this issue, but this 
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by STEWART JAMES 


move is not expected to affect plated 
table-ware at present. 

The 12 per cent rise in quotations 
on kraft paper lines a few weeks ago 
seems well maintained by all sellers, 
and reflects the growing effort among 
manufacturers to recover prices which 
have declined so far as to overshoot 
reasonable deflation. 

Makers of porcelain bathroom and 
lavatory fittings, whose price war and 
drop in quotations were announced in a 
recent issue, intimate that present fig- 
ures are too low to maintain, and will 
probably be restored soon to previous 
levels. 

Printed price lists for the 1933 sea- 
son are now being distributed by pro- 
ducers of arsenate of lead, bordeaux 
mixture, lime-sulphur, and other insec- 
ticides. Prices have declined from 1 to 
3 cents per pound, and jobbers are 
now accepting orders for spring deliv- 
ery at dealer’s option, with May Ist 
dating. 

Prices on advertised brands of dry 
cells have been reduced about twenty 
per cent. This change does not gen- 
erally affect quotations on _ private 
branded batteries which had previously 
reached the lower levels. 

The patent suit of one of the leading 
makers of BX Armored Cable has been 
upheld by the United States Supreme 
Court. This is expected to result in 
an immediate advance in the price of 
BX cable—probably about 20 per cent 
over the present sheet, amounting to a 
practical recovery of the recent de- 
clines. Paint distributors are watching 
with interest the trend of flaxseed prices 
which is upward with decreased world 
production. 

Makers of asphalt roofing and shin- 
gles, whose recent sharp price drop 
reached the lowest levels of 1932, are 
making quite clear that present quota- 
tions are temporary, and subject to 
change without notice. 

Picks, mattocks and sledges were 
slightly reduced by the leading manu- 
facturers on January 20th. 

Prices on aluminum cooking utensils 
have been marked down until many 
items are now selling at “lowest-ever” 
levels. Because of the low copper mar- 
ket, copper wash boilers are very cheap 
and sales are relatively good. 


A spectacular drop in the prices of 
fire-extinguishers, amounting to 33 1/3 
per cent or more, is now in effect. 
The new schedule, due to a tilt among 
some of the makers, promises to be 
rather temporary, as both the soda-and- 
acid type and the foam type are re- 
ported to be marked considerably 
under cost of production. 


Steel Output Holds Level 


Steel, as the leading indicator of ac- 
tivity in the heavy industries, ended 
January with output about four per cent 
above December, and with the “com- 
posite” of prices maintained within one 
per cent of the December average. The 
first week of the current month found 
some improvement in sales specifica- 
tions and inquiries. This betterment 
was due principally to an increased de- 
mand from the automobile industry. 

Iron Age states that steel ingot pro- 
duction rose from 12 to 13 per cent in 
the final week of December to 19 per 
cent at the beginning of February with 
no important aid from the railroads or 
from building construction. This gives 
reason for encouragement. 


Industrial Indicators 


Freight loadings in the United States 
for the week ended January 28th to- 
taled 472,088 cars, a decrease of 24,346 
cars, or 4.9 per cent, from the January 
21st week, and 15.8 per cent below a 
year ago. 

Heavy construetion contracts re- 
ported for the week ended January 
30th totaled $21,291,000 compared with 
$17,517,000 in the previous week, ac- 
cording to the Engineering News- 
Record. 

Lumber production and orders re- 
ceived during the week ended January 
2lst were about the same in volume 
as the previous week. New business at 
the softwood mills was 19 per cent 
above production and at the hardwood 
mills 49 per cent above production. 


Chain Store Sales 


Sales of Woolworth in January total- 
ed $15,845,000, a decrease of 11.9 per 
cent from the same month last year. 
Kresge sales for January totaled $7,- 
706,000, a decrease of 12.8 per cent 
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in the manufacture of » 


wRIVETS...- 


depends on many factors . . . quality- ont 


“gworkmanship, engineering experi- 





ence... modern equipment and an 
. honest desire to offer the finest 
product possible. It is exactly these 
features that guarantee the con- 
tinuous, unfailing service of our 
Pec! rivets. No wonder they are “approved 
by the keenest buying brains in the 





- country’’! 











TUBULAR RIVET & STUD CO. 
4 BOSTON, MASSACHUSETTS 


The largest factory in the world devoted to . 
the manufacture of Tubular and Clinch Rivets 4 
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@ DOPLEX lets in the health-giving 
ultra-violet rays. That’s why this new 
glass substitute gives plants and animals 
the benefit of outdoor sunshine and at 
the same time affords the protection of 
ordinary glass. It is light, easy to handle, 
easy to cut, and is in great demand by 
poultrymen and growers. 


DOPLEX has advantages not found in 
other glass substitutes. It is made from 
two continuous sheets of cellulose ace- 
tate with an open mesh fabric cemented 
between the sheets. No tiny squares of 
material to fall out. Waterproof on 
both sides. Double thick. 


DOPLEX< sells for little more than the 
cheapest glass substitute and consider- 
ably less than other high quality mater- 
ials. There’s good profit... and a sound 
policy of protection for jobber and 
dealer. 


Ask about DOPLEX today. 


DOPELEX 


The Dobeckmun Co., 3301 Monroe Ave., Cleveland, O. 





POULTRY HOUSES 





Mail this coupon for full information 
about DOPLEX 


NAME 
FIRM NAME L] Jobber 

| Dealer 
ADDRESS 








The Dobeckmun Company, 3301. Monroe Ave. Cleveland, Ohio 
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from the $8,845,394 reported for Janu- 
ary last year. 

Declines in retail dollar volume last 
year, and so far this year, have been 
the smallest in the chain merchandising 
field, according to a survey made by 
The New York Times. Twenty-seven 
leading chains and mail-order houses 
had a total volume in 1932 of 2,371 mil- 
lion dollars against 2,745 millions in 
1931, a decrease of 13.66 per cent. 

Total retail trade for last year was 
estimated at from $31 to $32 billions, 
against $40 billions in 1931 and $50 
billions in 1929. The average decline 
in all retail prices for last year was 
estimated as 18 per cent. 


Price Indexes Decline 


A fresh decline of 1.1 points carried 
the Annalist weekly index of whole- 
sale commodity prices to a new post- 
war low of 80.3 on January 3lst, from 
81.4 the previous week, 83.9 on Janu- 
ary 10th, 93.1 a year ago, and 100 as 
the 1913, or pre-war par. 

The monthly average for January 
fell to a new post-war low of 82.4, 
from 85.7 in December and 94.0 for 
January, 1932. 


Banking and Credit News 


R. G. Dun and Co. comment sig- 
nificantly that, while commercial fail- 
ures for 1932 reached the high record 
for all time in both number and amount 
—even that high record comprised less 
than 2 per cent of the mercantile firms 
in the United States. 

There were 64 favorable dividend 
changes during January to substanti- 
ally contrast with 135 that were un- 
favorable. 


Fewer Failures Noted 


Bradstreet’s report of industrial fail- 
ures dropped 42 in the week ended 
January 19th, and dropped 13 more in 
the January 26th week. The weekly in- 
dicator of trade defaults was then at 
112.7 per cent of the 1928-30 average, 
compared to 165 per cent a year ago— 
a most cheering gain. 

Forty-one bank failures occurred in 
the country during the January 26th 
week, a decrease of eleven from the 
previous week. Seventy banks suspended 
in the corresponding period of 1932. 
January saw an increase of suspensions 
over December, but the month’s 227 
closings were far below January, 1932, 
when there were 362 bank failures, the 
largest number for any month last 
year. 

Bank clearings at 46 leading cities 
of the United States, as reported to 
Bradstreet’s, totaled $4,284,000,000 for 
the week ending February Ist, a gain 
of 6.2 per cent over the preceding week, 
but a drop of 22.4 per cent from last 
year. 
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Retail Chain Stores Average 20% to 30% 
Gross Profit 


But Sales Volume Per Unit Stores Has Shown Steady Decline Says 
10 to 22 Year Study by the Federal Trade Commission 


by L. W. MOFFETT 
Washington Representative, Hardware Age 


ETAIL chain stores make a gross 
profit average between 20 and 30 
per cent. 

This is revealed in a report submitted 
to the Senate on Feb. 2 by the Federal 
Trade Commission. The report covers 
“Gross Profit and Average Sales Per 
Store of Retail Chains,” and is the latest 
one made by the Commission in con- 
nection with its investigation of chain 
stores. It embraces data on 26 kinds of 
chains and covers a period of from 11 to 
22 years ended in 1930. 

The Commission found the total net 
retail sales on which gross profits were 
established to be $36,757,966,581, from 
which was deducted the total cost of 
goods sold or $26,931,585,141. This left 
a gross profit of $9,826,381,440 or 26.7 
per cent of the sales. This percentage of 
gross profit indicates the payment so- 
ciety makes for the services of distribu- 
tors transferring goods from producer 
to consumers. It is the spread between 
the amounts paid by the chain store re- 
tailer for the goods and the amounts for 
which he sold them to the consumer. 

This percentage varies greatly in dif- 
ferent kinds of chains. Confectionery 
chains show the highest gross margin 
for all the years combined of 49.3 per 
cent. Combination grocery and meat 
chains are the lowest in gross margin 
with 19.3. Retail hardware chains were 
in the third class, and were included in 
nine groups making the same average 
returns. The report represented 10,218 
“chain years” and 469,711 “store years.” 
About one-fifth of the 26 kinds of busi- 
ness covered show a gross margin of 
between 40 and 50 per cent, about two- 
fifths, a margin of between 30 and 40 
per cent and the remaining two-fifths, 


including hardware stores, a margin 
under 30 per cent. 

Hardware chains were one of 15 kinds 
of chains, for the 10-year period from 
1921 to 1930, whose average sales per 
store showed a downward trend. Hard- 
ware chains also were included in a 
group of 16 kinds in which the size of 
the chain apparently has little or no ef- 
fect on either the gross profits or the 
average sales per store. 

The report, designed partially to show 
the comparative advantages and disad- 
vantages of chain store distribution as 
shown by prices, costs, profits and mar- 
gins, says at one point: 

“So far, therefore, as there is any 
showing contained in these figures as 
between the larger and smaller chains, 
the indication is that the larger chains 
have higher gross profits than the small- 
er. This fact is of some interest and 
significance as raising the question 
whether the larger chains are more 
serviceable to the consumer than the 
smaller chains. 

“In other words, if one measures the 
advantages of the large chains as com- 
pared with the small chains from the 
standpoint of gross profits alone, there 
is little to indicate any particular advan- 
tage of the former as compared with 
the latter in respect to the proportions 
of the retail selling price which is ab- 
sorbed to care for the operating expense 
and net profits involved in distributing 
goods to the consumer.” 

The report points out, however, that 
any such implication is subject to qual- 
ification because the larger chains may 
perform more functions than the samller 
with necessarily additional cost for such 
operations which may widen the margin. 








Beware of Bogus Subscription Salesmen! 


Martin A. Schuette, Amboy, III., and R. Siegel, 617 N. Cicero Ave., Chi- 
cago, Ill., both hardware merchants, were victimized by a man who falsely 
represented himself as a subscription agent for HARDWARE AGE. This 

. man is reported as a fast talker, and promises all kinds of extras in con- 
nection with a year’s subscription to this publication. 

All hardware men are warned not give cash to anyone for subscrip- 
tions to HARDWARE AGE unless convincing credentials are presented. 
All representatives of this publication have ample evidence of the affilia- 
tion and will be able to establish their identities to your satisfaction. 


—The Publishers. 
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A fast selling item that 
builds up sales and profits. 
These ball bearing casters 2 
roll in any direction—easily, quietly 9 
and smoothly. They will not damage @ 
either the floor, or floor covering. 


Just demonstrate ““ACMES” by rolling ’em 
on the counter, or palm of your hand and 
the sale is made. Let us send you a sample 
together with prices. 


THE SCHATZ MANUFACTURING CO. 
POUGHKEEPSIE NEW YORK 
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SHERMAN 


Barrel Faucets 





Fig. 105 


Ground Key—Lock Lever 


Solid Brass Handle 


An improved design, dependable low-priced faucet 
of extra large capacity. The 54” size has practically 
equal capacity to most 34” size faucets. 

58” size, 34” L.P.—34” size, 34” LP. 





Fig. 106 


Self Closing—Lock Lever 
Solid Brass Handle 
Completely Theft Proof 


The best faucet made of this type notwithstanding 
the low price. Operates easily—closes with pres- 
sure. Full flow, even when barrel is nearly empty. 
Will not leak. Special washer materials and seat 
spindle construction insure long wear. 

34” size only. Both types packed in cartons. 


The Sherman Line represents better Quality than 
can be secured elsewhere for as low a price. 


Send for Literature 


eee 


CONDENSED Catan 
SEE ONE a2 DIRECTORY numsoe 
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Sold Through Jobbers 


H. B. SHERMAN MFG. CO. 
Battle Creek Mich. 
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prove value of 


USTRAGLASS 


the titra violet vy wintlow Vik eae 






A. Chicks grown under 
ordinary window glass 
develop rickets. 






B. Chicks grown under 
Lustraglass are normal, 
healthy and free from 
rickets. 


The photographs above show two lots of chicks 
at the age of six weeks. Both lots were raised 
under similar conditions except that lot A was 
grown under ordinary window glass and lot B 
under Lustraglass. This is positive biological 
proof that sunlight through Lustraglass prevents 
_ — | 
for Lustraglass. Farmers everywhere = Ay | 
lustrasuass | 


THe vera POUT Bay 
wimoow aass 


rickets. « Here is a big new market 


want a permanent, durable ultra-violet 


ray glass for poultry houses, brooders wn ot ge 
Look for 
this label on 
every light of 
genuine 
Lustraglass 


and every building about the farm. 
Lustraglass costs them no more than 


ordinary window glass. 


National 
Advertising 
in Country Gentleman, 
Poultry Tribune and Suc- 
cessful Farming is telling 
over 3,000,000 farmers 
and poultry raisers about 
Lustraglass. * Send for 
Booklet P332, a report of 
scientific tests on raising 
chicks under glass. 


AMERICAN WINDOW GLASS CO. 


Also makers of Lustrawhite Picture Glass, Armor-Lite Safety and Bullet- 
Proof Glass, Tintaglass, Photograghic Dry Plate Glass, 6” and 732” Crys- 
tal Sheet Glass, Ground Glass, Chipped Glass and Bulb Edge Glass. 


PITTSBURGH - PENNSYLVANIA 
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Convention Calendar 


Week of Feb. 19, 1933 


Connecticut HARDWARE ASSOCIATION CONVENTION, STRAT- 
FIELD Hote, Bridgeport, Conn., Feb. 22 and 23. Chas. Free- 
man, Branford, Conn., secretary. Nutmeggers Annual Party 
Night of Feb. 22. 

Outro Harpware AssociaTION 39TH CONVENTION AND Ex- 
HIBIT, Toledo, Ohio, Feb. 21, 22, 23, 24, 1933. Sessions: Com- 
modore Perry Hotel. Exhibit: Exhibition Bldg. James B. 
Carson, secretary, 708 Winters Bank Bldg., Dayton, Ohio. 

Missournt Reta. HARDWARE ASSOCIATION CONVENTION 
AND Exuisit, New Hotel Jefferson, St. Louis, Mo., Feb. 21, 
22, 23, 1933. F. X. Becherer, secretary, 5106 N. Broadway, 
St. Louis, Mo. 

VirciniA Retart HARDWARE ASSOCIATION CONVENTION, Roa- 
noke, Va., Patrick Henry Hotel, Feb. 21, 22, 23, 1933. Thos. 
B. Howell, secretary, 602 E. Broad St., Richmond, Va. 


Week of Feb. 26, 1933 


New EncLanp HarpwareE DEALERS ASSOCIATION 40TH Con- 
VENTION AND Exuipition, Mechanics Bldg., Boston, Mass., 
March 1, 2, 3, 1933. George A. Fiel, secretary, 140 Federal 
St., Boston, Mass. 


Week of April 2, 1933 


Sixty-sixth Semi-annual Convention of the American Hard- 
ware Manufacturers Association, and the Forty-third Annual 
Convention of the Southern Hardware Jobbers Association. 
Joint Meeting. Memphis, Tenn. Headquarters: Hotel Pea- 
body. April 3, 4, 5, and 6, 1933. Secretary, Manufacturers 
Assn., Chas. F. Rockwell, 342 Madison Ave., New York City. 
Secretary Jobbers Assn., T.-W. McAllister, Grant Bldg., 
Atlanta, Ga. 


Week of April 16, 1933 


PANHANDLE HARDWARE AND IMPLEMENT ASSOCIATION Con- 
VENTION, Hotel Amarillo, Amarillo, Texas, April 17, 18, 19, 
1933. C. L. Thompson, secretary-treasurer, Canyon, Texas. 


Weeks of May 1 and 8, 1933 


Toy MANUFACTURERS OF THE U. S. A. INc., Cuicaco, Toy 
Fair, Stevens Hotel, May 1 to 13 inclusive. James L. Fri, 
managing ‘director, 200 Fifth Ave., New York, N. Y. 


“ 


Week of May 7, 1933 


TripLeE CoNvENTION—Southern Supply and Machinery Dis- 
tributors’ Association; American Supply and Machinery Man.- 
ufacturers’ Association, and National Supply and Machinery 
Distributors’ Association. Brown Hotel, Louisville, Ky., May 
9-10, 11, 1933. Southern Association Secretary: Alvin M. 
Smith, care Smith-Courtney Co., Richmond, Va. American 
Association Secretary: R. Kennedy Hanson, 2010 Clark Bldg., 
Pittsburgh, Pa. National Association Secretary: George A. 
Fernley, 505 Arch St., Philadelphia, Pa. 


‘ 


Week of June 4, 1933 


SouTHEASTERN RETAIL HARDWARE AND IMPLEMENT ASSOCIA- 
TION, Convention and Exhibit, composed of Alabama, Florida, 
Georgia, and Tennessee. Atlanta, Ga. Ansley Hotel, June 
6, 7, and 8, 1933. Walter Harlan, secretary, 1450 Piedmont 
Ave., N.E., Atlanta, Ga. 

Tue Harpware ASSOCIATION OF THE CAROLINAS CONVEN- 
tion, Hotel Goldsboro, Goldsboro, N. C. June 6, 7, and 8, 
1933. Arthur R. Craig, secretary-treasurer, 803-5 Commercial 
Bank Bldg., Charlotte, N. C. 
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Hold Your Customer’s 
Confidence ! 








“CHICAG * S 


‘TRADE MARK REG US. Fa OFF. 





The WORLD’S GREATEST 


ROLLER SKATES *: wo 


The New Patented Double-Tread, 
“Triple-Ware” Steel Wheels have greatly a 
extended the life of “Chicago” Roller Skates. 
High priced? No—Your customers actually 
pay 50% to 75% less for “Chicagos” because 
they give 2 to 8 times greater mileage. 

Why compete against such quality—when you can 
get your price—get your profit, and hold your 
customer’s confidence and good will? 

Now is the time to order. Your jobber is waiting to serve you. 


CHICAGO ROLLER SKATE CO. 
4456 W. Lake St. _ Established over 27 years CHICAGO, ILL. | 














Replace it 
with .. A 


KIMBALL 
ELEVATOR 


Is your elevator old 
and shaky? Why not re- 
place it with a Kimball 
machine—They are com- 
pact, powerful and safe— 
Tell us the job it has to do 
and let us submit prices and 
data on machine to do it. 








Bois. 


What areyour requirements? 


yD to 
ertorm 


Dept. to aid you. Write us! th lask 
KIMBALL BROS. CO. 


e 























1205-19 Ninth St. 
Council Bluffs, Ia. 6AA 
FEBRUARY 16, 1933 





Pin Jumbler 
&xtruded Brass 


PADLOCKS 


In no other type of padlock can your cus- 
tomers buy greater value in Security, Dur- 
ability and Good Looks than in Eagle Pin 
Tumbler, Extruded Brass Padlocks. 


The satisfaction of selling a good article, 
the certainty that the customer will be 
pleased, and the larger profit represented 







in a better grade sale—all are plain rea- 
sons why it pays to recommend these pad- 
locks whenever possible. 


excte {BC ice CO. 
26 Warren Street -- New York, 


Branch Offices: 
521 Commerce St. — 177-179N.FranklinSt. 114 Bedford St 
Philadelphia, Pa.’ Chicago, lil. Boston, Mass 
Works at Terryville, Conn, 





The Eagle Quality Line 


Night Latches | Store Door Sets | Wood Screws 
Trunk Locks Padlocks Stove Bolts 
Front Door Sets | Cabinet Locks | Machine Screws 
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How About the Daily Papers? 


going over the picture paper I was 
not able to connect up 50 per cent 
of the names and the printed matter 
with the pictures. Therefore, logi- 
cally I lost 50 per cent of my time 
looking at these pictures. Admitting 
the tremendous amount of time used 
up with newspapers has there ever 
been any analysis of the results that 
stuck in the mind of the reader of all 
this newspaper reading? 

Of course, we all know that the 
basis of memory is interest. If we 
are very much interested in anything 
we remember all we hear and read 
about that particular thing. If we 
are not interested it quickly passes 
out of our mind. I have noticed 
when I hear people discussing the 
daily news, in a home for instance, 
the things that attract attention. It 
is clearly evident that crimes and 
mysteries absorb more of the public 
attention than anything else. For 
instance at the time when the Lind- 
bergh baby disappeared everybody 
was devouring all the news about this 
mystery at the time and following 
the event. The sales of newspapers 
increased all over the country. All 
of us are more or less interested in 
the abnormal. Things that pertain 
to our routine every-day life do not 
hold our attention. Of course, | 
have no facts at hand upon which to 
base an article on the reading of 
newspapers. I do not know how 
many papers are published in this 
country, or how many pages are 
printed every day. 

Of course, I do know that an enor- 
mous quantity of paper is consumed 
and if it were sprecd out it would al- 
most place a blanket of paper over 
the United States. After the papers 
are read they are immediately dis- 
carded. Then what becomes of these 
papers? I presume they are gathered 
together and put back into a vat, 
worked into a pulp and again made 
into paper, and come back to us with 
more reading matter. I am curious 
to know how many times the same 
paper is used. Possibly the same 
paper that I handled ‘last Sunday 1 
am handling again this Sunday. But 
I have no facts on this subject. 

There are some things, however, 
that I believe, but cannot prove. I 
am convinced for instance that the 
newspapers of the country have made 
the depression much worse than it 
would have been if we had no news- 
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papers, or if the newspapers used a 
different policy in publishing certain 
kinds of news. Most of us read our 
newspapers at breakfast in the morn- 
ing. We have now taken it as a 
matter of course to pass over ac- 
counts of men committing suicide on 
account of the depression. Some 
jump from windows, some hang 
themselves, others use the gas from 
their automobiles and others take 
poison. All this we glance over cas- 
ually. Apparently it makes no im- 
pression upon us, but I believe it 
does, and I believe this impression is 
much deeper because in a way taking 
the impression is unconscious. 

Then in the morning papers we 
read of all kinds of trouble in the 
world. These things we also assimi- 
late into our system unconsciously. 
Then we are bored with reports of 
what is being done at Geneva, or in 
international conferences about the 
war debts, or what is going on in 
Washington, about balancing the 
budget, fixing taxation, etc. Frankly 
I must say I believe that a large part 
of this news just bores the reading 
public. From day to day they seem 
to read the same stuff over and over 
again. Geneva continues to write 
notes to Japan. Japan writes notes to 
Geneva. Neither one seems to get 
anywhere and the Japanese continue 
to kill off the Chinese. The repeti- 
tion of all this bores us. Our sub- 
conscious inquiry is, why don’t these 
leaders of the world get somewhere? 

Then there is Congress. Justly or 
not the doings in Washington give 
the average reader a pain. It may 
not be fair, but the reader has become 
pessimistic in regard to the sincerity 
and ability of our politicians. The 
newspapers, I think, have just fed 
him up with all this stuff. We see 
the headlines of the Glass banking 
proposals. Yes, I guess Senator 
Glass must know a lot about financ- 
ing the treasury, but I also guess I 
don’t feel today like reading two or 
three full pages in the newspapers 
with all the paragraphs of his bill. 
Senator Glass must be all right just 
because they all say he is, but it cer- 
tainly would be boresome to read his 
stuff. This is also true of the con- 
ferences between Mr. Hoover and Mr. 
Roosevelt and foreign statesmen on 
war debts. The average citizen, I 
believe, says to himself, this is all 


“bologney.” Those foreigners never 
expect to pay anything anyhow and 
they wont. Why so many confer- 
ences? The foreigners must enjoy 
the ocean trips. 

So in this very casual, without 
data, study of our daily newspapers 
I conclude by stating the fact that I 
think our papers just bewilder our 
people. We just do not know what 
it is all about. If somebody could 
just tell us something definitely and 
clearly and get to some conclusion 
how thankful we would be. If some 
conference would just do something 
quickly and finish the job all of us 
would sing a song of gratitude. But 
day after day we sit and read the 
same old stuff with the same old 
names, apparently to us getting no- 
where. 

Then there is another phase of the 
daily press. We, of course, know 
that great men have wives and fam- 
ilies. We expect to see the pictures 
of these great men in the papers from 
time to time. We also might expect 
once or twice early in their careers 
to see the pictures of their wives, 
daughters, sons and grandchildren, 
but good Lord how it bores us to 
continue to see these family pictures 
day after day, week after week, and 
month after month. The suffering 
mass readers of the country, I believe, 
if they had a chance to vote would 
beg the daily press to cut out the 
family pictures. Families are all 
right, sons going to college are all 
right, sons married with babies are 
all right, but they are not running 
the government and they are actually 
not news. Then, of course. if the 
families start writing articles, espe- 
cially about the great man, then the 
long suffering mass readers of news- 
papers groan in the agony of their 
suffering. 

Admitting all the great things that 
have been done and are being done 
by the daily press, giving them full 
credit for all of their accomplish- 
ments, still it is not surprising that 
a very large part of the population 
are sitting with their newspapers on 
their knees while they listen to the 
radio. 

I must say, speaking for myself, 
that except for the business and finan- 
cial columns our daily papers are 
beginning to bore me. For relief I 
am turning to the reading of maga- 
zines. 
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The News Will 
Spread From 
Home to 
Home.. 


that you can replace worn wringer rolls 

with FRETCHER’S and make the 
clothes wringer practically as good as new— 
do the job quickly, at small cost and without 
inconvenience to housewives. They’ll spread 
the news and you'll find replacing wringer 
rolls a steady profitable business. 


FRETCHER’S Improved Wringer Rolls are 
of superior quality—guaranteed not to break 
loose from the shaft. Easily cut to desired 
lengths—a small stock suffices. Many house- 
wives will also want FRETCHER’S “Slip-On” 
Tub Hose, made with enlarged end easily 
slipped on to any faucet. Saves labor of 
“bucket” filling. Jobbers and Dealers write 
for our money-making proposition. 











FRETCHER’S INC. 


211 Glasgow Ave. Akron, Ohio 





Something Worth Talking About 
When You Sell 


The “Ajax” 








TYPE 3001 


Construction and appearance are strong selling 
points for dealers who stock “Ajax” Spring Pivot 
Hinges. 

The “Ajax” is made of high grade material and 
has been designed with many important features 
which dealers will find worthy of special mention. 
These include an adjustable tension, alignment de- 
vice, hardened steel roller bearing for piston and 
ball-bearings for carrying the weight of the door. 

The reversible bevel side plates present a pleas- 
ing and neat appearance when applied to the door. 


~(CHICAGO)— 


SPRING HINGES 


Chicago Spring Hinar Company, 


CHICAGO NEW YORK 
U.S.A. 























All Wright prod- 
ucts are now made 
from Copper Bear- 
ing Steel Wire 
(.20% pure cop- 
per), which means 
longer life, better 


satisfied customers. 


© 
G. F. Wright Steel 


& Wire Co. 


Worcester, Mass. 


POULTRY NETTING — 
WIRE CLOTH—CHAIN 
LINK FENCES AND 
GATES—WIRE 
CLOTHES LINES— 
WIRE LATH 
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STEEL BELT LACING 


‘More Reliable 
Belting Service 


The great sur- 
plus strength of 
Alligator Steel 
Belt Lacing pro- 
vides long unin- 
terrupted belt- 
ing service. The 
powerful com- 
pression grip produced in clinching 
the teeth, prevents friction and ply 
separation in the belt ends. This 
favorite lacing is quickly and easily 
applied and is reliable in practically 
every service on all types of flat belt- 
ing. Order from your jobber. 
FLEXIBLE STEEL LACING CO. 
4616 Lexington Street Chicago, Illinois 
In England at 135 Finsbury Pavement, 
Lond 2 
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for Retail 


Hardware Stores 


“King Kraft” Kitchen 
Paring Knife 

With offset feature, is said to contain 
the finest steel available and to be properly 
tempered and treated. Offset feature en- 
ables housewife to scrape food from con- 
tainers with her hand being protected by 





being spaced away from edge of con- 
tainer. Sharpened offset point may be 
used to advantage for paring out potato 
eyes, etc. Suggested retail selling prices, 
10c, 15c and 25c. Respective dealer costs 
per dozen, 80c, $1.20 and $2.00. Sand’s 
Level & Tool Co., 8631 Gratiot Ave., De- 
troit, Mich. 


Kester Metal Mender 
Home Soldering Kit 

Contains a can of Kester Metal Mender, 
a three-quarter pound forged soldering 
iron (Lake Copper) and a high-grade hard- 
wood handle with wire ferrule. Entire kit 
packed in attractive counter display box 








|] Kester Metal Mender | 
HOME SOLDERING KIT i 








Yan 


tf TKESTER | 


Sot 
—. 


= 





© xaeven sov08n commany 1909 


with technically correct soldering instruc- 
tions. Kit is said to provide all the es- 
sentials for successful home soldering. 
Suggested retail selling price, 59c in the 
United States, east of the Rockies, west 
coast slightly higher. Kester Solder Co., 
4201 Wrightwood Ave., Chicago, Ill. 


Jig Saw Puzzles Advertise 
Westinghouse Mazda Lamps 
The current jig saw puzzle fad is cap- 
italized on as a merchandising medium for 
advertising Mazda incandescent lamps. 
Posters illustrating the highlights of 
George Washington’s life form the pictures 
of the puzzles. The name, “Westinghouse 
Mazda Lamps,” is worked into the die cut. 
In distributing these puzzles, the cost has 
been made nominal so that dealers can 
afford to give them away to customers. 
What was at first an economy move to salv- 
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New and Improved Merchandise— 
Display Helps—Sales Liter ature— 
Window Trims— New Packages 
—New Colors—New Deals— 


| err err 
| 














age the remains of Washington Bi-Centen- 
nial posters has developed into a large ac- 
tivity of dealer merchandising helps. These 
puzzles are made up in sets of twelve 
different scenes, each having 78 pieces 
die cut in pasteboard, They serve as an 
amusement for the kiddies and as a lesson 





in history. The company states that pic- 
ture puzzles stick in the memory for a 
long time and build up customers for to- 
morrow, particularly since Westinghouse 
Mazda lamps are connected with an illus- 
trious figure in American history. West- 
inghouse Lamp Co., 150 Broadway, New 
York City. 
Curtis “Thrifty-Three” 
Lighting Appliance 

For show window use, using a new de- 
sign of the same powerful show window 
“searchlights” as do the larger stores, says 
the maker. Complete ready for installation 
without any special wiring. May be plugged 
in on any electrical socket already in the 
window. Comprises fixture 36 inches long, 
wired with four feet of cord and plug, 
fitted with three X-Ray No. 310 Reflectors. 
Reflectors control light from three 100 watt 
lamps, placing all light on display. Packed 
complete in carton with other parts needed 
(except lamps). Curtis Lighting, Inc., 
1123 W. Jackson Blvd., Chicago, Ill. 

















Issue Gold Medal Folding 
Furniture Co. Catalog for 1933 


Illustrates and describes: garden um- 
brellas, camp chairs, collapsible rockers, 
rockerless rockers, beach chairs, sun bath 
cabinets, cot pads, beach back rests, can- 
vas cots, steel spring cots, dog cots, fold- 
ing tables, folding bath tubs, bed trays, 
hospital back rests, invalid chairs, com- 
bination table tubs, dressing tables (can- 
vas), garden ensembles, lounge carts, etc. 
Some of the illustrations are in color. Price 
information, specifications and color com- 
binations~are included in the booklet. Gold 
Medal Folding Furniture Co., Racine, Wis. 





Frund’s Plastic Rubber 


For general use around the home, auto, 
boat, aeroplane, shop, building, etc. The 
maker states that it is not a rubber cement 
but a high grade rubber in paste form. 
Packed in handy size tubes. The maker 
says that it contains no inflammable solvent 
and that it may be thinned to any desired 
consistency by adding water. Has more 
than fifty uses, including mending of: auto 
tires, leather, rubber mats, boots, hose, 
belting, raincoats, tents, awnings, electrical 
insulation. May be used to make adhesive, 
insulation, joint packing, rubber gaskets, 
rubber shapes, rug anchor, stuffing box, 
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FRUND RUBBER COMPANY 
— 


weatherproofing and waterproofing. Illus- 
tration shows display card. Suggested re- 
tail selling price, 25c per tube. Dealer 
cost $2.00 per carton of twelve. Frund 
Rubber Co., 154 E. Erie St., Chicago, II. 
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MOLDED RUBBER GOODS 
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tips and bumpers, and are equipped to manu- 
facture most anything for your special re- 
quirements. Catalogue No. 50 on request. 


ELASTIC TIP COMPANY 

















370 Atlantic Ave., Boston, Mass 
__ 


ee oe ee oe, el Bb 4 













In 1933, when each individual 
filing job must show a net profit, 


We stock a complete assortment of rubber 





your customers will practice 
true file economy by buying 


HOLS Nicholson Files. At your job- 
it ber’s. Nicholson File Com- 


OF manny 


pany, Providence, R. L., U.S. A. 
Genwin© NICHOLSON FILES 
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PROFITS 


AND MORE PROFITS 


on Floor Sander Rentals 


There is real money in 
floor sander rentals—espe- 
cially if you use a Reid- 
Way Floor Ace. You'll sell 
more varnish, filler and 
other finishing materials. 
You make a real profit on 
sand paper. Twenty to 
thirty days rental pays for 
your Floor Ace and then 
rental fees will start to pile 
up net profits. Only one 
moving part—nothing to 
wear out or break down. 
No excessive main- 
tenance costs to eat 
up profits. Write 
for specifications 
and details on our 
easy purchase plan. 















ONLY 


$99.50 


CASH 


‘THE REID-WAY CORPORATION 


2960 FIRST AVENUE CEDAR RAPIDS, IOWA 








who makes it? 


You'll find the answer 
in the 


ANNUAL DIRECTORY 
NUMBER 


(September 29, 1932 Issue) 


of 
HARDWARE AGE 


Keep the Directory Number on 
your desk for ready reterence 
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MASTER LOCK CO., Milwaukee, Wis. 
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Cabnetor Cabinet for 
Door or Wall 


Revolves upon itself until it is completely 
out of the way, either open or closed. 
Opened or closed by pulling one side. 
Available in three models, each being of- 
fered in three widths—18 in., 22 in. and 
26 in. All models, four inches in depth 
and 70 inches in height to fit all standard 
doors. Of all steel construction, elec- 
trically spot-welded, finished in ivory, in- 
side and out. For doors measuring 24 in. 
to 27 in. wide there are three 18 in. widths 
listing as follows: No. 181, 1 shelf, $9.95; 











No. 183, 3 shelves, $10.95; No. 185, 5 
shelves, list $11.95. List prices, 22 in. 
widths, for doors from 28 to 31 inches 
wide; No. 221, 1 shelf, $10.95; No. 223, 
3 shelves, $11.95. List prices, 26 in. widths, 
for doors 32 io 36 inches wide: No. 261, 
1 shelf, $11.95; No. 263, 3 shelves, $12.95, 
and No. 265, 5 shelves, $13.95. All models 
easily attached. For use in bathroom, 
living room, workroom, garage or office. 
Illustration shows Cabnetor being swung 
into open position. Cabnetor, Inc., 366 
Madison Ave., New York City. 











Holophane Store Lights 

Unit is simple sphere suspended from 
ceiling on 5% in. stem, one-half of sphere 
is clear crystal prismatic hemisphere rest- 
ing in a circular frame attached to opaque 
half by hinge and latch. Furnished tilted 
or level, according to use. ST-200 for wall 
displays, SL-200 for counters only. List 
both types, $12 each. Window Lighting 
Trough, T-981-3, list $25, combination win- 
dow lighting trough and illuminated sign, 
suitable for smal! stores having no com- 
plete installation of show window reflectors. 
Useful in larger lighted windows to high- 
light a particular item or group. For store 
interiors to designate.a department and to 
flood-light counter display. Consists of 
bronze finish box with three prismatic re- 
flectors for 100 watt lamps. Side toward 
window is white glass panel on which can 
be painted name of store or nature of its 
business. Complete with bronze finish sus- 
pension chains and attachment plug. Holo- 
phane Co., Inc., 342 Madison Ave., New 
York City. 





Shelby Spring Hinge Co. Carded Hardware Line 


Of about fifty separate items, complete 
with screws. Ingenious device for fasten- 
ing the screws gives three thicknesses of 
card at point where they are fastened, thus 
adding to stiffness of card. Approximately 
two-thirds of these items have a suggested 


















































| WARDROBE HOOKS 
| 




















retail selling price of 5c and 10c, while the 
remainder list from 15c to $1.25. Assort- 
ments consisting of one dozen each of dif- 
ferent items including one of screen hard- 
ware, are suggested by the maker. The 
Shelby Spring Hinge Co., Shelby, Ohio. 
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“Tleo” No. 235 Night Latch 


Has modernistic design cast iron case, 
2 7/16 in. by 4 in. by 1 in. with 2% in. 
back-set. For doors 1% in. to 2% in. thick. 
Special brass alloy reversible bolt—steady 
and smooth spring action. Five pin tumbler, 
solid bronze cylinder with three nickel 
silver milled keys. One rim type and one 
flat type strike. Bolt may be held back by 
stop. Attractively finished in either rich 
black crystal or an attractive combination 
of ivory and brown. Practically unlimited 








number of key changes. Can be furnished 
keyed alike or master keyed in groups. An 
attractive mounted display will be fur- 
nished with all orders on request, with 
charge for lock only. Independent Lock 
Co., Fitchburg, Mass. 





Sherman Lawn Faucets 

In angle and straight patterns, have con- 
vertible wheel handle or loose key, rough 
nickel plated. Have full seat lift, big 
waterway and substantial weight, % or % 
I. P. thread. Packed in cartons, approxi- 





mate weight per dozen, 12 lbs. No. 508 
is angle pattern, while No. 519, illustrated, 
is straight pattern, which is same as angle 
pattern in all specifications, difference 
being in body design only. H. B. Sherman 
Mfg. Co., Battle Creek, Mich. 





Pennwood Electric Clocks 

Are of modern design and reveal only 
the hour and the number of minutes past 
the hour. Illustration shows the Vega, 
No. 304, list $22.50. Other models and 
list prices are: The Lybra, No. 303, list 
$17.50, the Capella, No. 302, list $14.50, 





the Virgo, No. 305, list $24.50, and the 
Saturn, No. 306, list $28.50, a mantel type 
clock. Cases of attractively grained se- 
lected hard walnut. Pennwood Clock Corp., 
Homewood Station, Pittsburgh, Pa. 
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KIMBALL 
ELEVATORS 


Rugged, compact 
and efficient, these 
light Electrics 
come with frames 
sawed, drilled and 
fitted ready to in- 
stall—low initial 
cost and low up- 
keep. 








Tell us the task 
you wish it to 
perform and we 
will give data 
on machine you 
require. 


KIMBALL ELEVATORS 


KIMBALL BROS. CO. 
1205-19 Ninth St. Council Bluffs, Ia. 
SAA 


























Most imitated nozzle on 
the market — that’s the 
Boston Nozzle. Never 
equalled in quality. 
11 Simple. Substantial. 
241 Fastest seller anywhere. 
Each nozzle packed in 
separate carton. 12 car- 
tons in full color 
: a lithographed dis- 
2 play packages. 
THE 
BOSTON 


NOZZLE 


|BOSTON WOVEN HOSE & RUBBER CO., Cambridge, Mass. 








Bommer 
Spring Hinges 





le) eee 7 eee 
are hy {rome by 
the best | . rigorous 
) . test 























Millions 
and Millions 


' @f People are Pushing 
whenever they open a door 
Follow the line of least resistance 


sen BOMIMECL aiways 
They are the best 


Bommer Spring Hinge Co., Brooklyn, N. Y. 





















Here’s the Revolver 
that IS Selling f 


Hundreds of shooters— 
some of them your cus- 
tomers—are buying the 
new 


H&R 22 SINGLE ACTION SPORTSMAN 


because of its extraordinary accu- 
racy, smooth, easy action, hand fit- 
ting stock and remarkably low price. 
Show them this gun and they will 
buy from you. 


HARRINGTON & RICHARDSON ARMS CO. 
Worcester, Mass, U.S. A. 












Good Management 


is merely the transmission of 
the intentions and purposes 
of the management through 
the staff to the customers. 











NEW 


U. S. STAINLESS 


ENAMELED WARE 


A line of Supreme Beauty with a vew quality - STAINLESS,- 
Whitest of White Enamel, an insurance against staining and 
tarnishing. Cooks Best - Lasts Longer. An exemplification 
of masterful workmanship heretofore unapproached. 
This is Not a Cheap Line but MODERATELY PRICED 
Triple Coated 
WHITE OR IVORY 
Ask Your Jobber 


UNITED STATES STAMPING CO. 


QUALITY ENAMELED WARE - MOUNDSVILLE, W. VA. 
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“Flip” Beaterette 


For mixing drinks, beating a single egg, 
mixing small quantities of icing, ete. 
Housewife may whip with one hand, while 
adding ingredients with the other. Has 
chromium plated handle and stainless steel 
beater. Fits tumblers or cups. Operates 
by moving handle up and down. Sug- 
gested retail selling price, about 60c, 
dealer cost about 35c. Forbes Co., 30 E. 
60th St., New York City. 





Improved Yamade “*Metal- 
Grip” Bamboo Lawn Rake 


“Metal-Grip” feature places every tooth 
on the ground when held at normal angle, 
says the maker. The spiral, which links 
the teeth together reduces the possibility 
of breakage to a minimum but does not 
restrict the flexibility. “Metal-Grip” is 
arched to place all teeth on the ground, 
without the slightest pressure, says the 





maker. Equipped with a strong, light and 
highly polished wooden handle, thereby 
giving the rake an attractive appearance 
and making it comfortable for the hand. 
The rakes are manufactured in this coun- 
try. The teeth are imported only because 
bamboo is not procurable in this country. 
Available in three sizes, 18-in, 24-in. and 
30-in. Made by the Geo. W. McGuire 
Importing Co., Beechhurst, N. Y. 





Mirro Square Egg Poacher 


For steam poaching, may also be used 
as a cake pan. The maker says that start- 
ing with cold water, eggs are medium- 
poached in from four to five minutes. Sug- 
gested retail selling price, $1.25, $1.35 in 
extreme west. Aluminum Goods Mfg. Co., 
Manitowoc, Wis. 


American Handy-Sander 


For sanding floors, table tops or trim, as 
well as for bench and cabinet work. May 
be instantly changed from floor to bench 
sander. Weight 34 lbs. Has three point 
bearing on floor, pressure regulator or sus- 
taining device controlling cutting adjust- 
ment. Paper clamp which may be quickly 
adjusted grips entire width of paper. High 
speed drum easily accessible. When used 
off surface on bench work, wheels are 
quickly raised. Handle is removed, for 
bench use. For resale as well as for dealer 
to rent to customers. Dealer cost, $125. 
The same company offers Jewel abrasives 
for metal, wood and leather working in 
hermetically sealed cartons. Packages of 
convenient size. The Handy Box, is also 
offered, containing sufficient amount of 
abrasive paper for covering sanding drum 





twelve times. Price list No. 1 describes 
complete line of Jewel abrasives. The 
American Floor Surfacing Machine Co., 
Toledo, Ohio. 





Atkins “Victor” Line of Crosscut Saws 


Are of high quality tested electric 
alloy steel, taper ground and uniformly 
tempered. Have same guarantee as Atkins 
“Silver Steel” saws. “Victor” line made 
in four patterns: wide, half wide, full and 


half full breast, in lengths of 5, 5% and 
6 feet. All four patterns filed sharp and 
set ready for use. For farmers and oc- 
casional timber cutters. E. C. Atkins & 
Co., 402 S. Illinois St., Indianapolis, Ind. 
















a « 





Gs 7 ee 
y NY, LAR) Des i ol eng aati: 
LE eT ae valet pe aa ies A Rd tune 





os PP 


Ww “Thus 





Gottschalk’s Metal Sponge 
In Two New Forms 


Kitchen Jewel, illustrated, is Gottschalk’s 
Metal Sponge mounted on a knob handle, 
and is designed especially for use on uten- 
sils requiring frequent and thorough scour- 
ing. Handle provides a firm grip for the 
user, at the same time protecting the hands. 
Suggested retail selling price, 10c. Hand- 
L-Mop, the other new form, is designed 
for washing dishes, pots and pans and has 
a handle of sufficient length to enable the 
housewife to do a thorough job without 
immersing her hands. Both new forms have 
a patented cushion feature. All three types 
of Gottschalk’s Metal Sponge will be ex- 
tensively advertised to the consumer during 
1933. Metal Sponge Sales Corp., Lehigh 
Ave. and Mascher St., Philadelphia, Pa. 


CHALAS 


MAI CHEV 





Perfect Health Gauge Scale 


For the bathroom is guaranteed for a 
period of five years. Features include: 
two point suspension double spring control 
providing high degree of weighing eff- 
ciency Bearings are steel to cast iron. 
Open airplane face dial assures full visi- 
bility of the complete weight range. Body 
of low design, of one-piece drawn steel, 
providing a light weight scale. Roomy 
platform designed to fit the feet and to 
insure an even distribution of weight over 
the weighing beams. Parts are inter- 
changeable. Available in all popular 
colors, with streamline body finished in 
baked enamel. Wide rails around plat- 
form and diaL.are first coppered and buffed, 
then nickeled and buffed and chrome 
plated. List price, $5.50. Perfection Scale 
Co., Inc., Philadelphia, Pa. 
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LINDSAY MANTLES 


‘ » LINDSAY No. 333 Rayon Mantles 
, LINDSAY No. 161 Cotton Mantles 


d Sealed in give best and longest service on all 
gasoline pressure lamps and lanterns. 


i Sh PON Why risk selling inferior products? 
5 LOP Buy through your Jobber or write 
REG.U.S, PAT. OFF. " 
> us direct. 
pA AS. ; = 5 clea 
es are seale 
> in Cellophane en- LINDSAY LIGHT co. 
velopes — assuring e . 
indefinite freshness. Chicago, U.S.A. Established 1902 















SAMSON CORDAGE WORKS 


BOSTON, MASS. 


Note) = a O10). 0B) 


SAMSON SPOT, PHOENIX and SACHEM brands 


each the standard of quality for its particular use. 
“There IS a Difference in Sash Cord”’ 
OTHER BRAIDED CORDS: COTTON TWINES 


Send for catalogue, samples and selling information 





Why Moore Push-less 
Hangers hold so 
Tightly to Walls 


The head of the Hanger is so made that the nail 
stays in a slanting position when inserted in woodwork 
or wall. Your customers want this extra protection 
for their pictures. 

Our small Displays of Moore Push-less Hangers, 
4 sizes, and Moore Push-Pins, 2 sizes, speed up sales. 
Ask your Jobber. 








Write for a supply of “Timely Tips” or how 
to hang pictures, imprinted with your name, 
to give to your customers. 


MOORE PUSH-PIN CO. 
113-125 Berkley St. Philadelphia, Pa. 








[UFKIN TAPES— 
RULES and TOOLS 


Best quality prod- 
ucts for every meas- 
uring requirement. 


THE [UFKIN fpULe £0. 


SAGINAW, MICHIGAN 


106 Lafayette St., New York City 











MOTORISTS 


The B. & C. No. 48 Adjustable “S” Nut Wrench is 
especially recommended for motorists. Quickly adjust- 
able, rigidly constructed—ample leverage for use in awk- 
ward places. Can be used where other wrenches can 
neither reach nor work. Five sizes: 6” to 14”. Maximum 
opening: *4” smallest size—2” largest size. 





Your Jobber will supply you 


Ba BEMIS & CALL CO. 


MARK Springfield Mass. 














ANNOUNCEMENT! 


We are now in position to supply the full range of 
yard, roof and balcony dryers of the same HILL Brand, 
and the following types of dryers will be so branded in 
the future: Champion Yard Dryers, Atlas Yard Dryers, 
Roof Dryers, Style “H” and Challenge Upright Balcony 
Dryers, Style “D” and Eureka Over-Hanging Balcony 
Dryers. Send for Booklet which shows full line. 


HILL 


Clothes Dryer Co., Inc. 


Champion Worcester Mass. 
Yard 
Dryer 


New York Distributor 
H. Kornahrens, Inc. 








LOOK FOR THE TRADE MARK 
ON THE SHANK OF THE BIT 








WOOD BORING T00 


Sole Manufacturers of the 
Genuine Irwin Bit Since 1885 








The Irwin Auger Bit Company 


Wilmington, Ohio 
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RUSH-NU COMPANY 


ALTIMORE MARYLAND 























CLASSIFIED ADVERTISING 
RATES 





Positions Wanted and Help 
Wanted Advertisements at Spe- 
cial Rate of one cent a word, 
minimum fifty cents per in- 
sertion. 








Use the “Classified Opportunities Section” to Reach Hardware Manufacturers 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 


THE FOLLOWING RATES 


apply to “Business Opportunities,” “Sales 


BOXED DISPLAY RATES 
1 inch $5.00 
Each additional inch............+. 4.00 





Accounts Wanted” and “Sales Rep 
tives Wanted” advertisements. 


Set Solid, Minimum of 50 words... . $3.00 
Each additional word.......+++++ 06 

All Capitals, Minimum of 50 words.. 4.00 
Each additional word.........++- .08 

Allow Seven Words for Keyed Address. 


Remittance Must Accompany Order 


Samples of merchandise, literature, catalogs, etc., will not be forwarded 





Discounts for Classified Advertising 
4 insertions,10% off,8 insertions,15% off. 
to the special rate, these discounts do 
not apply on Position Wanted or Help 
Wanted Advertisements. 
HARDWARE AGE is published every other 
Thursday. Forms close Nine Days previous 
to date of publication. 
Address your advertisements and replies to 
HARDWARE AGE, Classified Opportunities, 
239 West 39th St., New York City. 














BUSINESS OPPORTUNITIES 


BUSINESS OPPORTUNITIES 


SALES ACCOUNTS WANTED 





85 Main St. 





DURALITH 
The Modern Wall Texture 
In 25, 50 and 100 Lb. Bags at 15c per pound net. 


GRUENER HARDWARE 


STORE 
Fitchburg, Mass. 








MANUFACTURER WANTED—To manufac- 
ture and market The “GARDEN MASTER,” 
Shrubbery irrigator (Pat. Pend.), newly invented 
novelty applying moisture and dissolved pulverized 
fertilizer direct to roots of shrubs, etc. Cheaply 
manufactured. Great market possibility. Simple 
in operation. Nothing like it on the market. or 
further information, write A. E. Anderson, 701 
South Santa Fe, Chanute, Kansas. 





FOR SALE—A first-class clean and_ well- 
arranged Hardware Stock, located in one of the 
very best dairying sections of Wisconsin. Small 
town, low rent. tock—$4,000-$5,000. Good rep- 
resentative lines sold. A very goo ‘ood possibility for 
a hustler with small capital. ddress Box B-58, 
care of Harpware Ace, New York City. 





HARDWARE STOCK FOR SALE—In good 
community in Eastern New York. Plumbing and 
heating in connection. Reason for acliling, close 
on estate. Will also sell building. Address Box 
B-57, care of HarpwAare Ace, New York City. 





FOR SALE—Quantity of metal dividers and 
tag holders for display tables at bargain prices. 
If interested address Box B-61, care of HARDWARE 
Ace, New York City. 








SALES REPRESENTATIVES WANTED 





SPLENDID OPPORTUNITY _tor_ Sales 
Agents calling on Retail Hardware, Housefurnish 
ing and Furniture stores to sell established line 
having 30-yea year quality reputation with the trade. 
Territories a le in Pennsylvania, New Jersey, 
New York, Delaware, Maryland, West Virginia, 
Virginia, omen. Kentucky, New England 
States. Address x J-994, care of Harpware 
Acre, New York City. 





WELL-KNOWN MANUFACTURER wants 
salesman to travel up-state New York and New 
England, straight commission basis, calling on 
retail hardware and feed dealers. Only men 
capable of obtaining results need apply. Excep- 
tional opportunity. Excellent side line also for 
man interested. Address Box B-65, care of Harp- 
ware AGze, New York City. 





REPRESENTATIVES AND JOBBERS 
Wanted to sell to Hardware, Electrical, Toy and 
Radio Dealers the only Official Triple Signal S a 
endorsed by The Boy Scouts of America. 
well-established Men or Organizations pon 
State Full Details in first letter. Address John 
es Ryan Company, 1775 Broadway, New York 

ity. 





SALESMEN OR AGENTS calling hardware, 
paint, housefurnishings or general stores desired 
to take on side lines with good furnover. Very 
liberal commission. State exact territory covered. 
Address Box B-54, care of Harpware Ace, New 
York City. 





WISH TO GET IN TOUCH with Salesman, 
Hardware Retail. Please state territory covered, 
can guarantee you a nice clean-up. Prefer men 
covering a state. Little Giant Co., 8 East 66th 
St.. Kansas City. Mo. 


74 





SALES _REPRESENTATIVE, _ located in 
Worcester, Mass., is desirous of adding lines for 
sale to Hardware Dealers and Wholesalers in New 
England States. Ten years of contact with trade. 
Address Box B-66, care of HArpware Ace, New 
York City. 


MANUFACTURERS’ AGENT can handle one 
or two good lines for Chicago and vicinity, for 
hardware, department stores and auto accessories. 
Address Box 7493-A, Harpware Ace, 802 Otis 

Bldg., Chicago, Ill. 








SALES REPRESENTATIVES WANTED 


ROPE SALESMEN WANTED—Philippine 
made manila rope sideline; long-established trade 
necessary; 5% commussion. Write fully about 
yourself giving references. Address Box B-39, 
care of HarpwarE AGzE, New York City. 


SALESMAN WANTED in various states to 
sell established line of paint brushes. Leads fur- 
aished. Liberal commission basis. Address Box 
J-936, care Harpwarz AcE, New York City. 


SALES ACCOUNTS WANTED 


WANT TO REPRESENT manufacturers of 
builders’ hardware, plumbing — and tools of 
advertised lines. A live wire calling on architects, 
wholesale and retail hardware stores, chain, house- 
furnishing stores. Territories Metropolitan Dis- 
trict New York and New Jersey. Will carry ac- 
counts or on commission basis. Can furnish bond. 
An interview will prove to your entire satisfaction 
as to my character and ability. Can put up dis- 
play room of manufacturers’ lines if so desired in 
New York “ Address G. — 175 Passaic 
St., Passaic, J. Room No. 6 


BEGINNING JANUARY 1, I shall travel 
throughout New England in my car, calling on 
the hardware jobbers, department stores, etc., 
representing a few well-known lines. I can 
handle one more line. I am_young, energetic and 
know these trades in New England. I can give 
you plenty of the finest .?—o as to my abil- 
ity and character. Fred N. Depuy, 239 Warren 
Street, Needham, Mass. ‘ 


WE WILL REPRESENT Established Manu- 
facturer in Pennsylvania, Maryland, District of 
Columbia, Commission Basis. _We have_con- 
tracted Wholesale and Retail Hardware, House 
Furnishing, Electrical Trade, Department Stores 
and Seed Houses in this territory over 10 years. 
Closely cover the territory once a month. Special- 
izing on Three Lines we assure each Manufacturer 
the same intensive representation expected from 
salaried employees. Address Box B-67, care of 
Harpware AGE, New York City. 


























HELP WANTED 


EXPERIENCED HARDWARE MEN located 
within the Metropolitan district of New York 
City will find it to their advantage to register 
with this bureau A positions. We are called 
upon from time to time to fill vacancies in the 
hardware industry and we need clean cut and 
thoroughly experienced young men. No registra- 
tion fee required. 

ASSOCIATED PLACEMENT BUREAU 
152 West 42nd Street 
Wisconsin 7-1802 New York City 


EXPERIENCED HARDWARE SALESMAN 
to call on retail trade for large hardware jobber 
covering Metropolitan and adjacent territory. if 
you desire a permanent position, know the trade, 
have proper references, write —— particulars. 
Our own salesmen are aware of this advertise- 
ment. Address B-27, care of Harpware Acz, 
New York City. 


SALESMAN, who has experience and following, 
by reputable old established New York Firearms 
and Optical Goods House on commission basis. 
Address Box B-42, care of Harpware Ace, New 
York City. 

















POSITIONS WANTED 





EXPERIENCED HARDWARE PERSONNEL 
with many years of training in the Hardware 
and alli indtstries are registered with this 
bureau. Executives, salesmen, clerks and tech- 
nical one each thoroughly experienced in 
his line. New York’s metropolitan district 
we are considered the leading emp oyment agency 
for~hardware personnel. If you _ experi- 
enced help at any time, please do not hesitate 
to call upon us. We charge you nothing for 
this service. You — ae phone to receive 
Prompt attention. Addre: 

ASSOCIATED PLACEMENT BUREAU 

‘ 152 West 42nd Street 
WIsconsin 7-1802 New York City 





FOREIGN SALESMAN desires to represent 
reputable manufacturers of non-conflicting lines 
throughout South America and West Indies. Leav- 
ing March 15 for ail countries from Mexico to 
Brazil and West Indies, but not Central America. 
Ten years extensive experience in covering this 
territory. Commission basis with small monthly 
advancement. Address Box B-55, care of Harp- 
ware AGE, New York City. 


ANNOUNCEMENT: I am desirous of communi- 
cation with manufacturers of items for the Hard- 
ware and Mill Supply field, who will be interested 
in having able representation in New England, 
preferably with a Boston stock. F. Alexander 
Chandler (for 30 years with Chandler & Farquhar 
Co.) Home address—33 Wellington Lane, Bel- 
mont, Mass. 











A WELL ESTABLISHED New York cutlery 
and hardware manufacturer, importer and _ sales 
representative desires additional lines. Will con- 
sider propositions for direct , hS on a com- 
mission basis or an agency agreement for outright 
sales from stock. Address all particulars to x 
B-47, Care of Harpware Ace, New York City. 





EXPERIENCED TRAVELING SALESMAN 
with initiative, and real selling ability, honest, 
clean cut, and a live om desires chance with 
a manufacturer who seeks to hold and increase 
sales with Hardware, Auto, Plumbing, Mill, Mine 
and Factory Supply Jobbers, Railroads and large 
sptanates, int ucing new tools or specialties. 

rienced in advertising and demonstrating. A 
willi ing worker, judge of human nature 
and a pevsenaiity that makes friends and keeps 
them. Address B-28, care of Harpware AGE, 
New York City. 


ACTIVE SALESMAN with ten years’ experi- 
ence, contacting hardware trade wholesale and re- 
tail sporting goods houses, department and chain 
stores, {ores out Ohio, Michigan, Indiana and 
Kentuck tj is seeking permanent connection with 
well established industry which requires a man with 
an unbroken record of real achievements. Will 
consider oeiaty or commission arrangement. Use 
own machine for travelin Full and complete in- 
formation will be furnished at interview sought 
from principals only. Address Box B-48, care of 
Harpware Acg, New York City. 
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INDEX TO ADVERTISERS 





THE ADVERTISERS INDEX is published as 





Ne allowance will be made for errors or failure to insert. 


as & part of the advertising contract. very care will be taken to index correctly. 
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CLASSIFIED OPPORTUNITIES 





POSITIONS WANTED 


POSITIONS WANTED 


POSITIONS WANTED 





SALESMAN with thirteen years experience in 
Retail Hardware, Paints and Sporting Goods, five 
years as buyer and manager, For ni position with 
ood reputable firm where ability and work will 
= appreciated. Central States preferred. Thirty- 
one years of age. Married. Can furnish A-1 ref- 
erences. Twelve years with last employer. Ad- 
dress Box B-64, care of Harpware Ace, New 
York City. 


PERMANENT CONNECTION desired by 
married man, age 43. Twenty-five years experience 
with saw manufacturer performing duties of cost 
accountant, factory superintendent, assistant sales 
manager, purchasing agent and general office work. 
Best of reference as to ability and character. 
Address Box 63, care of Harpware Ace, New 
York City. 








EXPERIENCED MAN wants position in 
hardware store. Twelve years as manager. Has 
made special study of store arrangement, display 
boards, builders hardware and paints. Marri 
Can furnish best of references. Will go any 
place. City 2,000 or larger preferred. Give 
particulars in first letter. Address L. S. Maxwell, 
Elmo, Mo. 


MARRIED MAN, 36 years of age, desires 
sales position with wholesaler or retailer. Have 
had retail hardware experience in the sale of tools, 
electrical items, housefurnishings and kindred 
lines. Have executive ability to manage any of 
these departments. Metropolitan territory pre- 
ferred. Address Box B-52, care of HARDWARE 
Ace, New York City. 


HARDWARE EXECUTIVE, experienced both 
managing and buying, thoroughly trained in all 
phases of retail and wholesale hardware mer- 
chandising, advertising, planning, pricing. Ag- 
gressive, creative, knows how to merchandise under 
present market conditions. 36 years of age, mar- 
ried. Desires position in eastern states. Address 
Box B-53, care of HArpwAre AGE, New York City. 





WINDOW-TRIMMER, capable creating effec- 
tive displays and attractive show card work, is 
available for occasional night jobs or Sundays. 
Address Box B-60, care of Harpware Ace, New 
York City. 





ALL-ROUND MECHANIC and Officeworker. 
Typewriting stock records. Twelve years selling 
experience in all states east of Chicago. General 
hardware knowledge. Electrical training. Chauf- 
feur. Would fit perfectly in hardware or elec- 
trical field, wholesale or retail. Age 36. Single. 
American. Neat appearance. Active. Excellent 
reference. High School education. Anything, 
anywhere. Salary no object. Address Box B-59, 
care of Harpware Ace, New York City. 





YOUNG MAN, very desirous of securing steady 

sition about New York and vicinity. Having 
omer employed over twelve years in Retail Hard- 
ware, Housefurnishing and Paints. Am fully ex- 
perienced in selling, displays, windows, lock and 
electrical appliance repairs. Christian, 35 years 
of age, single, also have chauffeur’s license. ~ Ad- 
dress Box B-41, care of Harpware Ace, New 
York City. 





SALESMAN—Ohio resident, 35 years of age, 
married; acquainted with hardware and drug dis- 
tributors, also chain stores and department stores 
throughout West Virginia, Ohio, Michigan, In- 
diana and Kentucky, desires specialty line. Eight 
years with last employer. Best of references. Ad- 
dress Box B-12, care of Harpware Acz, New 
York City. 


FEBRUARY 16, 1933 





° 
SALES CORRESPONDENT. Promotion man. 
The type that makes a valuable Sales Manager’s 
Assistant. Age 30. Married. Six years’ experi- 
ence electrical appliance manufacture and sales. 


EXPERIENCED HARDWARE MECHANIC 
—-familiar with plumbing, wiring, furnace work 
and tinsmithing and_ coincidental repairing. 
Thirty years of age. Married. Excellent back- 
ground business experience. Would like steady 
position at living wage with some future possibili- 
ties. Prefer small or medium-sized town Eastern 
or Central States. Address Box B-56, care ot 
Harpware AGE, New York City. 





SALESMAN with over fifteen years experience 
in the Metropolitan District is open for proposi- 
tion to represent Manufacturer or Jobber in this 
Territory. Can furnish first-class credentials as 
to character and ability. Address Box B-62, care 
of Harpware AGE, New York City. 





COMPILER—Hardware, sporting goods, mill 
supply, plumbing and electrical. Also capable 
buyer. Familiar with printing. High class ref- 
erences. Address Box B-51, care of HarpWarE 
AcE, New York City. 





High School education plus two years ext 

work. Located in Chicago but will go to any 
aaeing, state. Available now. Address Box 
eT TARDWARE AGE, 802 Otis Bldg., Chicago, 





SALESMAN who has had eight years experi- 
ence in the implement business and two years in 
retail hardware would like to make a connection 
where effort would be recognized. I have spe- 
cialized in sale of tractors and equipment. I am 








You'll find REAL 


Sales Representatives 
advertising in the 
Sales Accounts Wanted 
Columns >>>>>>>>>>> 





= ears old and can furnish A-1 reference. L. 
ell, Box 151, Danville, Kentucky. 
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SWEDISH < FILES | | Stock and Profit with 
“G & B” QUALITY Products 


For the discriminating trade which demands a better 

















File. The Genuine Oberg File is really a a WIRE POULTRY NETTING 
PRECISION FILE Goops STRAITLINE FENCING 
Guaranteed to last longer, and will do a smoother job. GALVANIZED HARDWARE CLOTH | 
_. (aa: & sonanes aint dealin 
QUALITY “ACME” ELECTRO GALVANIZED 
SF -Q . tied PAINTED BLACK 
MSs WS Sa HQ x x” Provucts y COPPER 





BRIGHT and ROMAN BRONZE 


The Gilbert & Bennett Mfg. Co. 


Established 1818 America’s Oldest Woven Wire Factory-Manufacturers 


Complete stocks of all types and sizes. Write for catalog 
and new price list. 


Factory Sales Office: 





SANDVIK SAW & TOOL CORPORATION WIRE CLOTH, NETTING and FENCING 
740 North Washington Ave., 109 Lafayette —— Galvanized Steel Wire Cloth in all Meshes and Gauges 
Minneapolis, Minn. New York, N. New York City Georgetown, Conn. Chicago Kansas City, Mo. San Francisco 

















O. AMES 
The Shovel That Built America 





DIAMALLOY 





AM 5-BALDWIN- W YOMING SHOVEL CO. The Diamalloy featherweight adjustable wrench 
is made from a special high grade alloy steel 
Parkersburg, W. Va. of remarkable strength. The wrench actually 


measures 1/3 thinner than the old pattern, yet 
is much stronger. It fits where other wrenches 
will not and withstands the severest strain. 


DIAMOND CALK HORSESHOE COMPANY 





Famous A-B-W Brands 


0. AMES KNOXALL RED EDGE ; esgtigeite L MINNESOTA 
BRONCO MONONGAH PONY 4622 GRAND AVENUE ..° + DULUTH, 
PACEMAKER HUSKY COAL BLUFF 











Sell Stewart Fence 






























COLUMBIAN RIGHT iN YOUR a 


is the ROPE that is ! a 3 a When in need of Fence, Gates 


or Miscellaneous tron and Wire 





‘ | , specialties most people turn first 
flexible when wet... ’ to _—. local hardware dealer. 
P | | Why equip yourself with 

Sell your customers this | Stewart. , prices and 
a | | discounts so ,, that you can turn 

Modern Rope. It rep- Tht) BR dle 


| Write tod f dealer 
resents Value and Long TTT proposition. 


‘ aa THE STEWART IRON 
Service. |] WORKS COMPANY, INC. 
. ae 918 Stewart Block, 
Columbian Rope Company 5 ¢ CINCINNATI, OHIO 
Auburn, “The Cordage City”, a. Z , 


Branches: New York, Chicago, 
Boston, New Orleans 
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Brass Head Rustless 
Numeral ThumbTacks 


Sereens, Storm} | A COMPLETE LINE OF BRUSHES 


Doors, Furniture, 
Shelves, Bins, etc 


Numbers in fomsill | A QUALITY LINE OF BRUSHES 
to 75, 76 to 100. 


Boca ett | A PROFITABLE LINE OF BRUSHES 


























for 38 numbers. De FOR THE HARDWARE MARKET 
cannot | supply vow | WL TURTLE ALLL AA he he 
Now Yorks Rev. 


a box, 12 boxes in a 
your jobber—if he 
Robt. E. Miller, Inc. 5401 Hamilton Avenue -. Cleveland, Ohio | 














76 HARDWARE AGE 
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Where is there another MONEY 
MAKING LINEof POWER PUMPS 


like the MYE RS YY 


One of the big problems confronting us during 
1933 will be to secure business—business that will be 
attractive as to volume and profits. 

Indisputably, much of this business will originate in the necessity 
field of merchandise. In terms of sales, equipment essential to agricul- 
ture and industry will continue. Of a certainty, in this field, the demand 
for pumps and pumping equipment will lead the procession. 

Regardless of conditions, this market provides the opportunity for 
sales and profits with the Myers line of Hand and Power Pumps, Water 
Systems, Pumping Jacks and Cylinders opening the door to this business. 

Verifying this we quote from an unsolicited letter recently received 
from a Myers Pennsylvania Dealer: 

“Just a few words of appreciation for Myers service. | must 
say that if other lines of merchandise had moved during 
1932 like Myers Pumps and Water Systems did, my busi- 
ness would have been 100 per cent.” 

The completeness of the Myers line, the stability and sound sales 
policy behind it afford any dealer the same opportunity to make money. 
Backed by over sixty years of experience, plus improvements and prices 
to meet present conditions, today, no other line is superior to the Myers 
for the real sales possibilities it offers. 







Write or wire. 


THE F. E. MYERS & BRO. CO., ASHLAND, O. 


Take Perea Hans 
To The ) 
mn MYERS 7D 


Y 1 
PUMPS — WATER SYSTEMS — HAY TOOLS -- OOOR 











Vautomaric # 
vAiQ VOLUME & 
CONTROL Fae 
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WINCHESTER LEADER SUPER W SPEED 


Winchester Staynless primer, 
absolutely non-rusting. Sure 
fire, with quicker, more com- 
plete ignition. Progressive 
burning powder, best for long 
range. Seal-Tite® patented 
composition wads, in all ways 
superior to felt wads, increas- 
ing all-around efficiency of 
performance. Winchester 


chilled shot, more uniform 
and true, flies more accurately, 
patterns better. 


The newest development 
in high-velocity shot shells. 
Extreme long range, with 
short shot string, most uni- 
form pattern, and greatest 
penetration or shock. 


‘: 
: 
‘ 
€ 


ome 


¥%& Winchester use licensed under patent 


s: Patented U.S.A. 1,659,649—1.577.426—1.576 


ANNOUNCING 


LONG 


The NE RANGE 
WINCHESTER 


TRADE MARK 


SUPER W SPEED 
STAYNLESS SHOT SHELLS 


HEY are loaded as shown, in the two world-famous leading 

Winchester grades—Leader Super Specd and Repeater Super 
Speed. Paper bodies of both are red, imprinted in black. Colorful 
new boxes in blue, yellow and red; designs as indicated. 


Strictly Long Range Shells 

These new high-speed, heavy-hitting Winchester Super Speed 
Staynless Shot Shells replace Winchester Speed Loads—also various 
other extra-powerful Winchester Staynless Shot Shell game loads. 
They are strictly long range. The Winchester Shells that reach out 
two and even three times as far as game is commonly shot, and 
kill stone dead. 

Winchester Staynless priming. Progressive burning powder. 
Seal-Tite* patented composition wads. Chilled shot only. Gauges: 
10, 12, 16, 20 in both Super Speed Leader and Repeater; 28 and 
.410-in Repeater only. Full range of shot sizes, according to gauge, 
for long range; also buckshot and single ball, in Repeater only. 

Your hunters will want them—for long-range pheasants, ducks, 
geese, turkeys, foxes, deer, etc. You will find them profitable. 


WINCHESTER REPEATING ARMS CO. 


NEW HAVEN, CONN., U.S. A. 


T59—1.185.357 


WINCHESTER 


TRADE MARK 


HARDWARE AGE 











